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S7—EASTER PARADE (Lithographed) 


20” x 30’ 


Easter and Spring are joyfully symbolized in this gay and 
good-humored corrugated display. The parade of the 
frolicsome, jaunty bunnies will add zest to your displays. 
The scene is repeated ten times making the length ap- 
proximately 30’, LITHOGRAPHED in four colors. 


Packed in individual corrugated cartons. 
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a 6The New GLOSSIROLL FOR 
SPRING and SUMMER 1938 SETS A 
new HIGH in DISPLAY SHOWMAN- 
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S6—WATER AND BOAT SCENE (Lithographei 


4514” x 1614’ (approx.)—4 repeats to a roll 











A popular outdoor sport imaginatively treated and wel 
adapted to modern display needs . . . responds beautifully 
and effectively to all manner of lighting. A very soothin 
effect with its shadings of green, blending with white 
Also available in BLUE. 


Packed in individual corrugated cartons. 





S$8--CREEPING IVY 








' S6G—Boat ne in Green 
(Lithographed) S6B—Boat scene in Blue 
451,” x 1614,’ ay repeats to 
a ro 











A cleverly conceived display item 
+ - one that will prove a highly ef- 
fective and dramatic “stage” setting 
for a variety of window or store 
merchandise arrangements. 











Packed in individual corrugated 
cartons. 



























































Here are four "high spots" from a line which seems destined to set a 
new standard in the fine art of display. The new line is comprehensive, 
varied, artistic and replete with ideas which will insure liveliness, color 
and a striking attractiveness to your display ideas. It will help to feature 
merchandise as it should be featured. It will further establish EXCELSIOR 
as an important source for display aids. (Send for new GLOSSIROLL 
BOOKLET.) ; 


EXCELSIOR PAPER K 
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Springtime again! Here’s a delightful outdoor symphony Mm & Fi 
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THE COVER 


Karl Kneis, whose ability as a displayman is 
well known to readers of DISPLAY WORLD, de- 
signed the display used for this month's cover 
illustration. Kneis, display director for Stix, Baer 
& Fuller Company, St. Louis, Mo., used good 
contrast between the masques, the pearls, and 
the dark backgrounds. Appliqued cut-out letters 
were used on the central background panel, with 
a huge bunch of translucent grapes and trans- 
parent leaves at the upper left. 
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"Success is not a chance shot. It is the slow, 


patient result of trying. Whatever you may at- 
tempt, endeavor to do well. Never rest upon 
your laurels. Be willing to sacrifice your energy, 
time, and effort for the culmination of your 
ideals. Make your job smaller than yourself. If 
you can accomplish this you will not have to go 
about looking for bigger opportunities.""—Clem- 


ent Kieffer, Jr., The Kleinhans Company, Buffalo, 





OUR NEXT ISSUE 


Swinging into the new season, displaymen are 
thinking of spring and summer display themes, 
while the forty-first annual convention of the 
International Association of Display Men looms 
more and more prominently on the horizon. The 
March issue of DISPLAY WORLD will offer new 
suggestions for timely displays, the latest news 
of the approaching convention, more New York 
City sketches by Kiley, Frank Bingham's com- 
ments on the field, plus a dozen other features 
of absorbing interest. 
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By FRANK W. SPAETH, Vice-President* 


W. L. Stensgaard & Associates, Inc., Chicago 


Your theme, “lowering the net cost of sales 
promotion,” will materialize by developing 
greater efficiency and productivity in. pro- 
motional methods and appeals. In other 
words, it is not necessarily how much we 
spend, but how we spend it .. . and through 
improved methods, our results will increase, 
consequently lowering our direct costs. 

My subject has to do with display. Three 
vital points should be discussed: (1) The 
antipathy of advertising executives, sales 
promotion executives, and other retail exec- 
utives toward the real value of display. (2) 
Why is display valuable—by what compar- 
able method of measurement and evalua- 
tion? (3) How we can better capitalize on 
its value. 

It has been, and still is to a marked de- 
gree, characteristic of top retail manage- 
ment to review superficially the productivity 
of window display. They do not understand 
it... they do not realize its value... they 
are too busy to give it their counsel and 
assistance. Few displaymen are criticized 
for using ineffective, mute, and inanimate 
ideas in display promotions. Why? 

In these meetings of the National Retail 
Dry Goods Association there has never been 
adequate consideration given to the subject 
of display. The association, itself, gives 
recognition to every retail function with the 
exception of display which lives alone, iso- 
lated . . . seemingly snubbed by other retail 
functions. 

A past chairman of this division told a 
story at a meeting when discussing customer 
control. He said that a man explored all 
four corners of the world for gold and in 
the late years of his life found it in his own 
back yard. Today retailers are going 
through all this rainbow-chasing . . . and 
without any question they will finally learn 
how to capitalize on the potential drawing 
power of display. 

Then we will have proper leadership .. . 
which is lacking today. Then it will not 
seem strange to have an artist work full time 
on display designing ... nor strange to have 
a copywriter prepare appealing copy for dis- 
play promotions ... nor strange to have the 
sales manager and display director spend 
adequate time with buyers and merchandis- 
ers, developing effective and thoroughly de- 
signed display plans for each major cam- 
paign. 


“Address. given before the Sales Promotion 
Division, National Retail Dry Goods Association, 
New York City, February 2, 1938. 





We are rapidly approaching the day when 
the sales manager and display director will 
spend twice as much time planning window 
promotions, using the same intelligence and 
energy which is spent today on planning 
newspaper advertising. Rough sketches of 
ideas and copy appeals will be approved in 
the same way that final newspaper proofs 
are approved today. 

Even now we are beginning to respect the 
achievements of this division. During the 
past three years more progress has been 
made from a “hard-headed” merchandising 
and selling viewpoint in the display field 
than in all the previous years put together. 
Display directors are injecting “sell” into 
their windows. They are doing this not 
because of the leadership and inspiration 
given them by top executives but because 
they have discovered through indirection 
how to use this promotional weapon. 

Why is display valuable? 

Obviously, a picture in full-size, full-color, 
and in three-dimensions promotes a much 
stronger urge to buy than in the one-color, 
two-dimensional flatness of a printed page. 
This simply can not be questioned. 

Then, by what other standard of measure- 
ment can we estimate its value? This stand- 
ard used by all forms of advertising is called 
“circulation.” What is window display cir- 
culation? 

A recent survey made for the Advertising 
Research Foundation cites four major con- 
clusions .. . (1) Window display circulation 
can be evaluated by uniform methods. (2) 
The volume and quality of the circulation 
in any market can be defined. (3) Varying 
degrees of intensity of circulation can be 
obtained. (4) The cost of this circulation 
can be determined. 

The market structure 
four definite types of business districts— 
central business, secondary, neighborhood, 
and outlying districts. Tests revealed that 
an advertiser can obtain four different de- 
grees of intensity of distribution for his dis- 
plays. They were designated as minimum, 
normal, second intensity, and third intensity. 
For minimum, the daily circulation normally 
equals 25 per cent of the population; for 
normal districts, 50 per cent; for second in- 
tensity 75 per cent, and for third intensity 
100 per cent. 

As stated above, there are four major busi- 
ness districts. Obviously, the most impor- 
tant is the central business district which is 
in the heart of the city and consequently, the 


was divided into 


heart of the retail business. It is the center 
of employment and the focus of traffic. Here 
are found all the large department stores 
and numerous women’s and men’s specialty 
stores. All transportation facilities converge 
at this point. 

A report made several years ago divulged 
the following window display circulation 
figures in this central business district for a 
six-day period of time—by size of cities. 
Population of Cities Circulation 
ATP CCRRUNRMIR on cnr ae eens 90 per cent 
From 100,000 to 500,000.......... 70 per cent 
From 500,000 to 1,000,000 . 50 per cent 
Over 1,000,000 . 15 per cent 

In other words, in a city of 100,000 popu- 
lation, the window display circulation for a 
six-day period is almost equivalent to the 
population figure. 

We all know about the distribution of the 
retail publicity dollar, wherein 11 cents is 
spent on display—and most of the balance 
for assistants, artists, copywriters, news- 
paper space, and space production. costs. 
This easily represents 75 cents: of the pub- 
licity dollar. 

On the basis of circulation values, what 
dces our publicity dollar buy? 

Suppose our annual volume is $2,000,000— 
total publicity 5 per cent; or $100,000 of 
which we spend $75,000 for newspaper ad- 
vertising and $11,000 for display. Our daily 
average expenditure for newspaper advertis- 
ing is $208, compared with $30 for display. 

We live in a typical city of 100,000—the 
daily circulation of our newspaper is 40,000. 
Our daily window display circulation is 
16,666. .Each day then we spend $208 to 
reach 40,000 newspaper circulation, and $30 
to reach 16,666 display circulation. 

In costs per 1,000 circulation: newspaper 
circulation—$5.20 per thousand; display cir- 
culation—$1.80 per thousand. 

True, these figures are highly theoretical— 
but they are typical and pertinent enough to 
illustrate the point ... more of our time and 
more serious thought should be given to dis- 
play. 

A window display or a newspaper ad runs 
relatively the same risk of not being seen or 
read—though full-color, full-size, and three 
dimensions admittedly give display more 
stopping power. The newspaper plays a vital 
role in creating shopping traffic . . . display 
must “pipe-in” the force of that advertising. 

It is impossible to go into homes or ride 
subways and trolleys to find out how many 

[Continued on page 37] 
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Thalthimers Go Bahaman 
in Cruise Shop 


Some time ago we decided to develop a 
special “Cruise Shop” at Thalhimers. The 
development of the idea and the result it is 
achieving in sales have proved decidedly in- 
teresting. In view of the fact that the sum- 
mer season is rapidly approaching and the 
“Cruise Shop” can be readily adapted for 
beach wear or similar merchandise, details 
of the shop are being passed on here in the 
hope that they will be helpful to other dis- 
playmen who have a need for a similar inte- 
rior treatment. While our handling of the 
idea was rather elaborate, such shops can be 
constructed in most simple fashion, depend- 
ing on the requirements of the store and the 
confines of the display budget. 

Throughout the “Cruise Shop” we attempt- 
ed to catch the atmosphere of the Bahamas, 
and the same idea was carried out in the 
window displays which were used in connec- 
tion with the opening of the shop. 

Photograph number one, for example. 
shows the blouse and shorts bar of the 
“Cabana Club,” as the shop is cailed. Any- 
ene who has visited the Bahamas will recall 
the faded pinks and blue-greens so prevalent 
there, and these colors are duplicated in the 
blouse bar. The awning is brightly vari- 
colored. Old-fashioned cane-seated chairs 
are placed about the bar, on the front of 
which appears a caricature in vivid colors 


By W. T. MUNFORD 
Thalhimers, Richmond 


of two gamecocks. The “weatherbeaten” 
boards of the bar have splotches of lichen, 
while Spanish moss hangs from the awning 
and the supporting posts of bamboo. A few 





pieces of merchandise are displayed on top 
of the bar, with the rest of the apparel being 
placed on shelves at the back. 

The large photograph illustrates one oj 
the window displays tieing up with the 
“Cabana Club’s” opening. The display pre- 
sented as authentic a beach scene as could 
be attained. The walls and arch were of 
faded pink stucco, duplicating the hue used 
for the bar described above. Rough natural 
wood was employed for the flooring. Span- 
ish moss, palm trees, bright red peppers, 
gourds, and other flora of the tropics were 
used for decoration. Through the arch was 
a blue cyclorama upon which colored lights 
played, ranging from a deep midnight blue 
to an amber-white to represent a brilliant 
sun-lit scene. The figures were spotlighted 
in white. 

At the top of page 5 is shown a photo- 
graph of the actual entrance to the Cabana 
Club, which is located on our third floor and 
occupies a total space of 2,205 square feet. 


—One of Thalhimers' beautiful window 
displays used to tie-in with the opening of 
the “Cabana Club." Changing lights 
illuminate the center arch, ranging from 
midnight blue to bright amber-white. 
Above is a blouse and shorts bar— 
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FEBRUARY, 1938 


—-At the upper right is seen the entrance to 
the "Cabana Club." Flat baskets of trop- 
ical fruit and cages containing tropical birds 
are scattered throughout the department. 
. » « The second display had a background 
of diagonal strips of wood, covered with 
blue cellophane indirectly lighted. . . . Dra- 
matic lighting was used in four Thalhimer 
cruise wear windows, of which the final illus- 
tration is a typical example. Merchandise 
was spotted in colored light— 


The walls and cases follow a color scheme 
centering around faded pink, antiqued to 
attain the proper hue of age. The shutters, 
drawer pulls, chairs, and other similar pieces 
are done in a blue-green, with yellow ac- 
cents. Spanish moss, bamboo, bear grass, 
and other tropical vegetation can be seen 
in profusion everywhere. Scattered about the 
shop are cages of tropical birds and huge 
flat baskets of tropical fruits. Although they 
do not show plainly in the illustration, the 
ledges have been treated so that they ap- 
pear to have “windows” at intervals, as well 
as bearing small platforms on which are 
placed potted plants. It will be noted that 
the “window” at the left of the entrance has 
been used to hold a small display stand, 
silhouetted against bright indirect lighting 
which simulates the brightness of the tropic 
sun. 

How this “Cruise Shop” has been carried 
out in contrast to a similar promotion last 
year is shown in the second photograph on 
this page. This picture represents one of 
the window displays we used last year in 
connection with the opening of our “Summer 
Colonies” shop. The background was formed 
by a diagonal white screen of wood, backed 
with blue “Celloglass” which was indirectly 
lighted. The merchandise was in shades of 
blue-purple and white. 

Another series of cruise-wear windows is 
illustrated by the final photograph. Four 
window displays were carried out in this 
manner. The background of “flats” alter- 
nated in deep blue, white, sand-red, and 
white. The pyramid in the center of the 
window was in blue. All accessories were 
displayed on bleached driftwood. ~~The 
mannequin in the evening dress was spot- 
lighted in blue, while the figure wearing the 
swim suit was spotted in blush-pink, with 
the merchandise at her feet in shades of 
red. The merchandise beside the first figure 
was spotted in shades of blue and_ whi‘ 
These windows were very colorful”and at- 
tracted much comment. 

Incidentally, we have been studying light 
in display and its relation to the emphasizing 
of colors. We have found that ready-to- 
wear windows sell much better when spot- 
lighted, in contrast to the old type of illumi- 
nation. Dramatic lighting, it is safe to say, 
has many possibilities unknown a few years 
ago, and even now comprehended only to a 
slight degree. What its future in display 
may be is difficult to predict, but with the 
experimentation being done in this fascinat- 
ing subject by displaymen everywhere, prac- 
tically any development is possible. 

But getting back to the “Cabana Club,” its 
effect in sales has been directly traceable 
and we know that it has contributed much 
in moving cruise merchandise. Not the least 
of its benefits to the store are the enthusias- 
tic comments of our clientele and the word- 
of-mouth advertising which have resulted. 
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Special Department Displays 


The question of how to dramatize an indi- 
vidual department is being passed on to the 
displayman in more and more stores since 
interior display has begun to come into its 
own. That such displays are valuable goes 
without saying. They have the ability to 
identify a department from a distance; they 
subtly give more attractive qualities to the 
merchandise by indicating that it is impor- 
tant enough to deserve special treatment. 

Here is how four different stores -three 
in the South and one in the Central West— 
have used the single department display with 
especially good results. 

As shown in the first photograph, John C. 
Miller, advertising-display manager for Sel- 
ber Brothers, Inc., Shreveport, La., used a 
highly realistic reproduction of an ocean 
liner to draw attention to the store’s “Surf 
Shop.” The description of the “ship” is as 
follows: 

Length, 30 feet, with a width at the center 
of 3% feet. The hull was painted a light 
gray, with a vermilion bottom and _ white 
waterline. The superstructure was done in 
white, with smoke stacks in black and ‘ver- 
milion. Wooden masts were used. These 
were 2%4 inches thick and were painted gray 
to match the hull. Portholes, doors, win- 
dows, and life boats were all airbrushed as 
required. 

Railings were wall board cutouts painted 
gray. Practically the entire display, for that 
matter, was constructed of wall board and 
1-by-2-inch blind-stop or moulding of white 
pine. The ship was made in three sections, 
two of 8 feet each and one of 14 feet, in 
order to facilitate the assembling. The 
height in front was 4 feet and at the rear of 
the hull was 3 feet. The deck height was 
22 inches. The entire display cost approxi- 
mately $38 for materials and paint. 

An even more elaborate use of the nautical 
theme has been developed by the local brancli 
of Sears, Roebuck & Co., Miami,, Fla. The 
subject is a natural one for that particular 


locality, but even so has provoked much in- 
terest and comment from the store’s patrons. 
Fred Hallstead, the store’s publicity direc- 
tor, has this to say of the department display 
which is illustrated in the second photo- 
graph. 

“One of the most interesting departments 
for suggestive selling through motif and dis- 
play has just been completed in the new 
north wing addition of Sears, Roebuck & 
Co.’s Miami, Fla., Class ‘A’ retail store. 

“This department, of rectangular space 15 
feet wide by 30 feet long, has been designed 
to simulate a blue-and-white yacht, sloop- 
rigged. The bow and cabin rise 5 feet above 
the surrounding counters. Portholes along 
each side of the ship—at customer’s shoulder 
height—are made of frosted glass, indirectly 
lighted. Below these in open front recessed 


space are the stock of swim suits, capes, 
swimming caps, beach sandals, and similar 
merchandise, 

“The ship proper is done in white, with 
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blue trim. A natural finish mast of cypress 
rises 16 feet above the vert green linoleum 
deck. All fittings, including the bow anchor, 
railing, and button stud rivets are chrome 
plated. A blue sail is snugly furled in true 
nautical style on a cypress boom. 

“This merchandising yacht, which has 
proved so successful in Florida’s vacation 
Mecca, was designed and created by George 
H. LaMarche, display manager of the Miami 
Sears’ store. The craft was built by Max- 
well Glaser of the Chicago headquarters 
staff. Ready-prepared white Masonite was 
used throughout for the exterior, applied to 
a sturdy cypress frame designed along yacht 
lines. Along the tops of the surrounding 
‘deck’ counters space is provided for the 
display of bathing caps, beach bags, um- 
brellas, beach towels, rubber shoes, and infla- 
tion novelties. Recessed displays on the 
deck-level counter fronts provide easy choice 
of ’kerchiefs, sun tan oil, and footwear. 

“Ultra-smartness is added to the already 


remarkable sea-going effect by the use of 
three of the best mannequins obtainable, two 
standing and one seated. Nonchalantly, they 
exhibit the newest modes in elastic swim 
suits, three-piece beach culottes, and_ knit 
pajamas. 

“As if silent beauty were not enough, three 
attractive young salesgirls also wear the 
latest modes in nautical attire. Above the 
setting fly the ship's pennants, the binnacle 
light beams steadily, and the vessel’s riding 
lights warn customers not to pass up clever 
styles and dominant values. 

“The entire setup is so obviously success- 
ful, from a display and practical selling 
viewpoint, and fits in so well with the pref- 


—Close adherence to realism marks the spe- 
cial department displays illustrated in the 
photographs on this page. The first was by 
John C. Miller, for Selber Brothers, Inc., 
Shreveport, La. At the left is an especially 
attractive setting designed by George H. 
La Marche, Sears, Roebuck & Co., Miami, 
Fla., and executed by Maxwell Glaser of the 
firm's Chicago headquarters staff— 
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—A repetition of the ship theme is found 
in a department display for Ermee's, which 
caters to a high-class clientele at St. Peters- 
burg, Fla. . The two lower photographs are 
of department displays at the new Schuster's 
Twelfth street store, Milwaukee, Wis.— 


erences of sea-conscious and _ beach-loving 
enthusiasts, that the idea could wisely and 
profitably be copied in other coast cities for 
seasonal or all-year programs.” 

Passing around to Florida’s west coast, 
Ermee’s, at St. Petersburg, has employed the 
ship theme (see photograph at top of page 7) 
in selling to a high-class clientele. An 
executive of the store describes the special 
department this way: 

“The 40-foot cruiser is complete, so that 
the decks are used as counters. The port- 
holes are lighted from within at night. The 
merchandise is sold from inside of the 
‘staterooms,’ which are covered with a can- 
vas drop bearing appliqued nautical designs. 
Note the life-preserver design of the deck 
chairs which are pulled up to the counter. 
Our stock of many unusual nautical gifts 





makes the entire cruise department very at- 
tractive.” 

It is interesting to note, in passing, that 
Ermee’s has both yachting and airport facil- 
ities for its customers. The store faces a 
million-dollar pier extending out into Tampa 
bay. The store is in the center of a fine 
hotel trade and has a clientele which reads 
like “Who’s Who” in America. 

Completion of the modern “New Era” 
Twelfth street store of Schuster’s, Milwau- 
kee, Wis., marks an important step in a 
modernization plan started two years ago 
and which never lost sight of the desirability 
of emphasis on individual departments. Some 
of the most attractive department settings 
to be found in modern retail stores are in- 
corporated in the new Schuster building, for 
which E, Wussow has charge of display. 
The store, it has been found from a careful 
survey, serves a population of over 300,000 
persons, with more than 3,000,000 customer 
dealings during the past year. To impress 
upon customers that related merchandise has 
been gathered together into special depart- 
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ments, and to make more readily possible the 
identification of such departments, stress is 
laid on excellent interior display. 

As a typical example, at the new Schus- 
ter’s unit, a “Pet Shop” is given a setting 
which could hardly fail to appeal to shop- 
pers. The department contains all merchan- 
dise that could possibly come under the “pet” 
classification. Displays of foods, cages, 
stands—even dog sweaters modeled on ca- 
nine “mannequins’”—are handled in such a 
way that the department is immensely ap- 
pealing. Silhouetted cut-out letters make the 
words “Pet Shop” easily seen from a dis- 
tance. 

Typical of the method used for small de- 
partment displays is the sweater bar, seen 


‘in the final photograph. Different styles and 


colors are kept neatly separated. In the 
background it is possible to see the words 
“Campus Togs” and “Blouses” in cut-out 
letters silhouetted against paintings of a col- 
lege dormitory scene for the former, and an 
outdoor scene for the latter. 
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Seek Jewelry Display ideas 
In Tradition and Legend 


By VIRGINIA DIXON 
Black, Starr & Frost-Gorham, New York City 





Down through the ages have come count- 
less superstitions, traditions, and legends 
concerning precious gems and ornaments, 
such as the belief that opals are supposed 
to bring “bad luck” to anyone not: fortunate 
enough to be born during the month of 
October, and that certain famous diamonds 
bring death, misfortune, or dishonor to their 
possessors. 

It is fortunate for the displayman that this 
aura of glamour and romance surrounds 
jewelry, for from it can come splendid ideas 
suitable for the dramatization of any type of 
jewel. It furnishes a fascinating field for 
research work on the part of the display- 
man, and his efforts in seeking out new dis- 
play ideas are invariably richly rewarded 
with little known legends that, when worked 
into a display, catch the eye and interest of 
the passerby. 

Many times the display can be based on 
the source of the jewelry, such as_ the 
Oriental atmosphere used in the first display 
illustrated at the left. Here the background 
of the window used appliqued cutouts of a 
tiny tree, a bridge, and curves to represent 
the landscape in an Eastern garden. The 
jewelry, of jade, was shown on the white 
steps. The colors used in the background 
were blue, vermilion, and gold. 

More interesting, and based on a little 
known French legend, was the inspiration 
for the second display. The shadowbox 
illustrated the ancient belief that on Good 
Friday all church bells leave their towers 
and fly to Rome, returning on Easter day 
scattering gifts and ribbons. The story was 
explained by the window card, while jeweled 
gift suggestions for modern Easter-giving 
were shown on the painted steps below the 
shadowbox. The little bells were made of 
gray crepe paper with tiny paper wings and 
trailing ribbons of cellophane. The church 
spire was painted on the background. The 
shadowbox itself and the steps were painted 
a very pale’pink. In this window a charm- 
ing superstition was tied-in with a modern 
merchandising thought. 

The third illustration is of a diamond dis- 
play, in which a background showing storm 
clouds and sheets of rain was used. The 
window bore out two thoughts: a tie-in with 
the tradition that the diamond is the birth- 
stone for those born in the rainy month of 
April, and to stress the importance of pur- 
chasing diamonds as an investment for a 
rainy day. The clouds were painted on a 
panel of illustration board and the rain was 
suggested by narrow strips of cellophane 
stretched diagonally across the background. 



































—Ideas for these three displays were based 
on, top, the source of the jade jewelry; 
center, the legend that all church bells fly 
to Rome on Good Friday; bottom, diamonds 
for the birthstone for those born in April, 
and also as an investment for a rainy day— 
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By JAMES KILEY 


—Below is a motion display that can easily 
be built of wall board. The center disk 
rotates on a supported axle. By the appli- 





on cation of an inexpensive pendulum motor, 
me which can be purchased complete with fit- 
ats, tings for this rotary motion, the center disk * 
sed rotates slowly and causes the comical little 
ate ducks to appear as if diving into the water. 
of A 24-inch diameter center disk mounting 
ads 18-inch cut-out ducks is suggested. Overall 
eir dimensions for the complete unit, 6 by 644— 
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he —tThe built-up wall board background shown above should be decorated in soft 
lay shades of green and yellow. The receding step effect adds depth to any window. 
nd The floor is grass matting on which cut-out flagstones are placed. The leaves 
a hanging in the center were cut out of Bristol board and glued together to form 
nt the overlapping effect. With correct lighting they will cast attractive shadows 



































































he on the rear center panel— 
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as —Below is a modern display designed for a New York City chain of corset shops. 
ed The center panel tells a short but graphic figure control story. This panel could 
ng be converted into a shadow-box, with the black silhouette cut from wall board 
he and glued on the back of the paper on which the full-view figure is painted. 
al When illuminated from the rear and connected with a flasher, the shadow will 
ail appear and disappear— 
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h- —Above is a lively Easter and early spring 
of design suitable for infants’ or children's 
i wear. The cut out wall board or fir panel 

circle suggests the Easter egg theme. The 
. frisky lambs and rabbit are cut from wall 5 
: board. Soft shades of green and orchid BQ 
aS will make a very attractive color scheme— Gp 
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A Modern Display Department 
Im A Modern Store 





When the John Shillito Company, Cin- 
cinnati, Ohio, spent something like $2,300,000 
for remodeling in 1937 the management 
might quite easily have decided that the 
expenditure should be concentrated on thai 
part of the store which is seen by the shop- 
per; that the display department, as part of 
“back stage,” could continiie as it had in 
the past. 

The former display set-up was no worse, 
probably, than that to be found in hundreds 
of the country’s leading retail stores and 
quite likely could have continued serving the 
store in spite of limited space and the other 
handicaps found all too frequently in retail 
display. But the Shillito management looked 
at the question from another and broader 
angle—that of better production, better 
working conditions, more sales through bet- 
ter all-’round displays. As a result, the beau- 
tiful new Shillito building has a display de- 


partment that would cause practically any 
visiting displayman to toss up his hat with 
satisfaction at seeing that rarity—a depart- 
ment with ample space, fine and adequate 
equipment, lots of natural light, modern fix- 
ture and mannequin storage rooms, dummy 
windows, and all the rest. 

The entire department, located on the third 
floor, has well over 2,000 square feet of 
space. It is arranged in the form of an “L,” 
with the offices at one extremity and the 
carpenter shop at the other. Along the 
shank of the “L” are the storage rooms for 
fixtures and figures; the rest of the space 
is given over to two dummy windows for 
“pre-testing” displays, a paint and spray 
shop, anda division for the preparation of 
art work. A large storage room, slightly 
apart from the department proper, is also 
provided. 

There are several primary advantages 





about the department, according to William 
Arinow, director of display for the store and 
treasurer of the International Association 
of Display Men. These are: 

1. The convenience of locating properties 
for display and the facility with which they 
may be returned to the storage rooms where 
they are kept. The arrangements in this 
respect eliminate confusion and save time. 
There are five such rooms in the department, 
as shown in the center photograph on page 
11 and in the interior view seen directly 
below. In one room is stored nothing but 
chrome fixtures, for both window and inte- 





rior use. In another nothing but drape 
stands, headless forms, and millinery forms 
are placed. Another contains all manne- 
quins and glass fixtures. The fourth con- 
tains all interior display fixtures, with the 
exception of those of chrome. The fifth 
is devoted to men’s wear fixtures and man- 
nequins. 

All upper shelves in the rooms are used 
for merchandise not in regular use, such as 
papers, flowers, platforms, pedestals, grass 
mats, and the like. The lower shelves, 
logically, contain the material in more fre- 
quent demand. The rooms are so designed 
as to facilitate handling the equipment and 
insure its safety. 


—Above, at the left, is shown one of the 
two dummy windows used daily in the Shillito 
display department. . . . The center view 
shows the interior of one of the five fixture 
storage rooms. ... At the left is a photo- 
graph of some of the fourteen individuals 
who make up the department's staff. Wil- 
liam Arinow, display director, is seated at 
the extreme left— 
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—At the right is shown a corner of the art 
division. (No show cards are made in the 
display department, these being handled 
through the publicity department.) . . . Next 
is a photograph of the aisle on which the 
five fixture storage rooms are located... . 
The final illustration shows a small portion 
of the construction room— 


2. The department is so arranged that 
ample space is provided for every require- 
ment of display. It is a rule that all mer- 
chandise for window or interior showing 
come into the department at least twenty- 
four hours in advance so that the man re- 
sponsible for the display can familiarize 
himself with the nature of the merchandise 
and can prepare a suitable display. 

3. Two dummy, or model, windows are 
provided in which all but the customary 


“run of the mine” displays are first set up. 
(The first photograph with this article shows 


_ 











the final touches being placed on a “Desert 
Sand” display in which amber flood lights 
illuminated a painting in related hues to 
set off color-coordinated merchandise.) Not 
the least advantage in the use of dummy 
windows is the fact that after a displayman 
has set up a “sample” he can then install the 
actual displays in record time. However, 
still another and probably greater advantage 
is this: all suggestions and corrections can 
be noted and worked out before the display 
goes on view—and the buyer and any others 
concerned with the display have had an op- 
portunity to see the presentation and agree 
on its method of treatment. 

4. The Shillito display department is 
blessed with a flood of natural light, a very 
important help in the construction of supe- 
rior displays. The artists of the department 
work under natural light, but they resort to 
artificial light from time to time in order 
to check the blending of their colors as they 
will appear in the window. 

5. The department is laid out so that each 
division has all the necessary equipment 
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right at hand and so that there is no inter- 
ference at any time between one worker and 
another. 

6. A large storage space is provided at 
a short distance from the department where 
all fixtures and properties for seasonal 
events are packed and kept in such condition 
that they can be re-used if needed, or sold to 
another store. Each is so “filed” that it can 
be picked out at a glance. 

The department has three offices: a pri- 
vate one for the display director, one for 
his secretary, and another for the first as- 
sistant and the ensemblist. Fourteen people 
comprise the personnel of the department, as 
follows: William Arinow, director; his first 
assistant, Virgil Ochiltree, who has all in- 
terior display under his supervision; secre- 
tary; two artists, one for all interior display 
art work, the other for posters, etc.; three 
displaymen—one for home furnishings, one 
for men’s and boys’ furnishings, and one for 
ready-to-wear and accessories (it should be 
mentioned that while each displayman is pri- 
marily responsible for his particular duties, 
he is required to handle other merchandise 
as well); ensemblist and assistant ensem- 
blist; construction consultant; and a helper 
for each displayman—the helper being re- 
sponsible for securing the proper fixtures 





< 


and other equipment in advance. 

All display installation is done either be- 
fore or after store hours; none is permitted 
during the day. Except for major promo- 
tions, where planning is done two or three 
months in advance, all window schedules are 

Worked out ten days ahead of time. No 
sketches are made up on minor promotions, 
but they are prepared, as well as detailed 
plans, on storewide promotions where every 
detail must be correlated. Associates of the 
department are given ample opportunity to 
express their views on how a display should 
be handled before a final decision is made 
by the display director. 

All show cards are prepared through the 
publicity department, only poster work being 
done by the display department. All cards 
used for interior display are done by ma- 
chine, only those appearing in the windows 
being done by hand. 


Maxwell Joins 
Darling 

J. F. Maxwell, formerly associated with 
his brother Frank, of the Frank D. Maxwell 
Corporation, New York City, as designer, 
has joined the L. A. Darling Company, 
Bronson, Mich., where he will be chief de- 
signer. 
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Stormy Weather Displays 


The past few years have seen a great de- 
velopment in the styling of apparel, foot- 
wear, and other merchandise designed for 
use in stormy weather. Footwear in par- 
ticular has advanced from being just a 
means of protection to a chic accessory 
which is now being chosen for its beauty 
as well as its utility. And consider, too, how 
umbrellas and raincoats have become gay 


By C. M. SHRIDER 


The A. E. Starr Company, Zanesville, Ohio 


with color, transparent, and even furnished 
in waterproof materials that simulate actual 
fabrics. 

Since the months of January, February, 
March, and April are the best months of the 
year for the display of such merchandise, it 
seems fitting that a short discussion of the 
presentation of stormy weather apparel be 
given at this time. The three illustrations 





show how the subject has been handled for 
three different stores. 

The first display was by Miss Esther 
Palmer, Rothschild Brothers, Ithaca, N. Y., 
for Goodyear “Glove Brand” rubber foot- 
wear; the second, of umbrellas and rain 
coats, was by Irving Eldredge, R. H. Macy 
& Co., New York City; the third window 
was designed by the writer for Goodyear 
products. 

In this display a large painting formed the 
background for the window, portraying a 
busy street scene on a rainy day—the women 
were naturally shown wearing various styles 
of rubber footwear. The scene also fur- 
nished an opportunity to use the Goodyear 
name as a “sign” above one of the stores in 
the background. 

A novel step arrangement with black 
squares made a striking setting for the white 
boots. The figure wearing the coat trimmed 
in white fur illustrated the chicness of this 
new type of wet-weather footwear. The card 
read: “You can weather the storm in Good- 
year Glove Brand.” 

The writer sometimes wonders whether 
displaymen are doing all that is possible 
with their displays to keep pace with the 
splendid magazine advertisements that are 
creating such a great demand for this at- 
tractive apparel for stormy weather. If we 
are to do a real selling job, then merely 
placing a few pairs of galoshes or gaytees in 
the shoe windows is not at all sufficient. 
Like other merchandise in which style plays 
an important part, this kind of footwear now 
requires a distinctive setting of its own. 

That such displays can be done by the dis- 
playman in a store located in a smaller city 
has been proven. Fortunately, this is made 
easier for the small store through the at- 
tractive backgrounds and window cards most 
of the manufacturers—notably Goodyear— 
send out to the display department. 

Jn most cases, these snow and rain scenes 
can be used together or individually in a 
display to provide an appropriate setting for 
practically any of the many styles of this 
merchandise. In some instances, for spe- 
cial types such as “Motor Boots,” the name 
and use of the apparel supply the idea for 
the window setting—just as the theatre, con- 
cert, party, and dance suggest a variety of 
backgrounds to be used in conjunction with 
footwear trimmed in white fur. 

These are a few ideas that can be utilized 
for more effective window displays—and 
past experience has proved that stormy 
weather need not necessarily be present in 
order to sell this particular type of mer- 
chandise. The proper display setting brings 
home the thought: “Let it rain or snow! 
Modern stormy weather apparel not only 
keeps you snug and warm, but makes you 
smart-looking as well!” And the feminine 
shopper reacts just as she always does to a 
suggestion that assures her of comfort and 
chicness, too. 
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—Much of the demand for piece-goods is concentrated within the first 
six months of the year, with March, April, and May coming in for espe- 
cial favor. For example, 30.7 per cent of silks and velvets and 20.8 per 
cent of woolens (for which the peak demand is in the fall) are sold 
during the three months mentioned. Household linens, wash goods, mate- 
rials promoted in conjunction with patterns—all call for draping ideas 
from the displayman. Pictured above are novel treatments by six differ- 


ent men. Left column, top to bottom: Mallinson's prints, Antimo Bene- 
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duce, Mandel Brothers, Chicago, Ill.; a window of woolens promoted 
with Simplicity patterns, by Ray W. Parks, Leavitt Stores Corporation, 
Manchester, N. H.; fabrics for formal gowns, by Ray Larson, T. S. Martin 
Company, Sioux City, lowa. Right column, top to bottom: a silk tie-up 
with a chess queen, by E. J. Basker, Ellsworth Department Store, South 
Bend, Ind.; "The Early Bird,” by L. E. Summerton, Memphis, Tenn.; 
"Fashions by the Yard," by Dan Ganger, George Wyman & Co., 
South Bend, Ind.— 
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By HELEN SAVERY 
Melville Shoe Corporation, New York City 
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Displays Should Be Fun 


What kind of people do we like most in 
this world? Those lugubrious, introspective 
people who corner us and demand all our 
attention while they discourse on that most 
interesting of all subjects (to their mind)— 
themselves? Or might it be those highly 
sophisticated ones who seem to require none 
of our attention whatsoever, but simply ignore 
us with a super-superiority that leaves us 
with that ice-box feeling? Foolish supposi- 
tions, of course, but they are both types that 
are diametrically opposed to the type that 
does appeal to all of us. 

There might be many disagreements about 
an absolute definition of “the kind of people 
we like most in this world’—but I can give 
you one that will defy the criticisms you want 
to hurl at it! In the last analysis, the kind of 
people we like most are the people who make 
us happy. And the person who puts us in a 
happy frame of mind is usually of a happy 
frame of mind himself, and one who “speaks 
the same language” we do. 

“Well, what does this have to do with win- 
dow display?” I can hear you saying to 
yourself. Just this, I reply—-Window dis- 
plays are very much like people. They have 
to get themselves all dressed up to go out into 
society. They have to develop personality 
and “know how to win friends and influence 
people”—and ‘how! 

Now some windows are of the first type 
mentioned above: they’re introspective. They 
insist upon talking about nothing but them- 
selves—or their product—pulling it apart, 
analyzing it, and telling us how wonderful it 
is. Result—they’re no fun! A bit of a bore, 
in other words. 

Then there is the other type of window-- 
the highly sophisticated one which tilts its 
nose just an inch too high and makes itself 
what is commonly termed a snob. This kind 
of window, in an effort to become haute 
monde, defeats its own purpose and repels 
rather than attracts. In trying so hard to 
be smart, it forgets that people are still 
human, with the same old affection for the 
simple familiar things—like hanging up 
stockings at Christmas, eating pumpkin pie on 
Thanksgiving—and all the other traditional 
homespun, colorful accessories to life that 
have endeared themselves to us since we were 
children. 

People are all “old softies,” no matter how 
hard the veneer may be, and the way to big 
business and good business is still through 
the human heart. And it seems to me that 
this is a particularly important fact to re- 
member in display, since it is here that the 
very first merchant-consumer contact takes 
place, and where the initial appeal must be 


’ 


—Suggested arrangements for spring dis- 
plays of footwear are illustrated above. 
Three feminine cut-out figures are featured 
in each. The second display used the fol- 
lowing wording on the background: "Spring 
is just around the corner!''— 
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—A setting for summer or sports footwear, 
as shown at the right, makes use of a blowup 
in the Esquire manner for a fitting back- 
ground, while dolls are the stellar attraction 
in the arrangements which follow— 
made. Therefore, I believe, it is every dis- 
playman’s duty not only to show his mer- 
: chandise in beautiful surroundings, and to 
in explain it to the observer—but to be gay and 
‘og lighthearted about it as well—to lift the spirits 
A of his customers as they come toward the 
st window. 
a The whole buying and selling process should 
ly be happy one. You know yourself if you’re in 
ae a gay shopping mood, with the world looking 
iad brighter than usual, you'll not only buy more 
IS than you intended to, but chances are you'll 
. be a lot better satisfied with your purchases. 
at Now if a window can stimulate such a mood, 
it og and bring a slight twinkle to the onlooker’s 
eye, I feel it’s gone a long way toward licking 
it a sale. 
e Here are a few examples of the way in 
a which I have tried to stimulate this kind of 
it shopping mood. Since display will always 
t be a moot question—and since one can never 
e § 


¢ please everyone—you may not agree that these 
. 8 have a kind of appealing whimsy in them. 
y 3ut the fact that women customers and store 
managers alike begged us for the dolls in the 
“Maypole” spring window, plus the fact the 
4 “Revolution” and ‘Spring is just around the 
a corner” windows caused much comment—plus 
i the fact that all the windows attracted cus- 
tomers and sold merchandise—-reassures me. 

In the other displays the same idea of 
“happy shopping” is expressed. A_ rather 
whimsical touch is given the set-up for the 
first (the photograph, by the way, being made 
before the merchandise was installed, as is 
the case with three of the other illustrations ) 
—with cut-out feminine figures having the 
’ : center of interest; one is feeding a carrot to 
an Easter rabbit, another is plucking a spring 
flower, and the third is inspecting a new chick. 

The second display on page 14 again uses 
three figures, each symbolizing Spring and 
peering from the background to carry out 
the thought “Spring is just around the corner !” 
é Another suggested background treatment 
: is shown in the third photograph, in which 
newspaper “headlines” on the background tie- 
in with the current world-wide interest in 
war news. 

At the top of page 15 is a dramatic setting 
for sports shoes, with boardwalk, beach scene, 
life preservers, sandcloth, roping, and all the 
other appurtenances for such a display. The 
background blowup, in the Esquire manner, 
was especially effective. 

So, here’s a tip that may prove of some 
value. The next time you’re cudgeling your 
brains for a display, start with every con- 
sideration for your product, of course, but 
don’t stop there; think about your customer! 
Think of ways and means to win him or her 
over—just as you would if you were going 
to win the individual for a personal friend. 
In other words, try to make him happy—and 
y the lightness of your own spirits, lift his; 
by so doing, you can put him in the frame 
of mind where he says “Gee, he’s a great fel- 
low—nicest I’ve met in a long while!” Or, 
“What a swell window—darned cute idea— 
say, look at those shoes over, they’re honeys!” 
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“In the Spring=-"" 





“In the spring a young man’s fancy lightly 
turns to thoughts of love.” So sang the 
poet of old, neglecting to add that in the 
spring the young man’s thoughts turn just 
as naturally to the question of new clothing 
—especially so if he has love on his mind 
as well. The turn of the season brings the 
impulse to blossom forth with a new outfit 
from hat to shoes. i 

J. L. Fifield, Foreman & Clark, Los 
Angeles, Calif., recognized this custom last 
year with a series of displays that brought 
out the theme of thousands of new suits in 
stock to match the moods of the new season, 
and also succeeded in drawing much atten- 
tion to “a guaranteed saving of $10” and the 
low prices of the merchandise. Illustrated 
in the first cut, the windows made us€ of a 
lacquered background in green and white, 
framing a blowup of a fashion sketch. 


Across the top of the background wooden 
cut-out letters in white spelled out a message 
of spring styles. 

Hats were the subject of a spring window 
by John C. Miller, Selber Brothers, Inc., 
Shreveport, La., which made a nice tie-in be- 
tween the merchandise and the season with 
the slogan: “Get a headstart on spring—wear 
a Mallory hat.” 

White wire fixtures were used, with hats 
being grouped according to the variations of 
the crushes used. The hats were all of the 
same style, differing in crush. The center 
group was constructed with the use of a 
white wooden strip bearing pegs for each 
hat to give the display the proper “swing.” 
Cut-out letters of wall board were appliaued 
to.the b&ekground panel for the slogan. The 
general background was white, with a center 
panel of medium blue. Miller believes this 





combination is hard to beat for showing 
spring and summer wear, and adds the com- 
ment: “The arrangement of this display 
allows for the showing of more merchandise 
without giving the window the appearance 
of being unduly crowded. An ample quan- 
tity of hats can be shown, thus drawing at- 
tention to the window as a unit, but still 
each individual hat has ‘breathing space’ and 
can be examined minutely without having 
the shopper’s attention distracted by other 
articles being jammed around the one in 
which he is interested.” 

Although the customary promotions of 
men’s formal outfits usually take place at the 
start of the fall social season or just around 
the holidays, A. J. Roeder, William H. Block 
Company, Indianapolis, Ind., recognized the 
fact that many men, especially college men, 
defer the purchase of tuxedoes or full dress 
suits until the round of spring activities 


makes such wear compulsory. For a display 
featuring formal apparel, Roeder arranged 
his merchandise against a background show- 
ing a city’s skyscrapers silhouetted against 
the night sky. In script cut-out letters on 
the background were the words “in the eve- 
ning,” while the card copy followed through 
with an appropriate message. 


—A lacquered background in green and 
white, framing a fashion sketch blowup, fea- 
tured the spring display by J. L. Fifield, 
Foreman & Clark, Los Angeles, Callif., in the 
first illustration. . . . The hat window, by 
John C. Miller, Selber Brothers, Inc., Shreve- 
port, La., used white wire fixtures for the 
side groups; the center group was mounted 
on a white wooden strip placed at an angle 
for "swing" effect....A.J. Roeder, William 
H. Block Company, Indianapolis, Ind., de- 
signed the silhouetted skyscraper display for 
formal wear— 
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—During the 'Forty-fifth Celebration Sale" of the People’s Outfitting 
Company, Detroit, Mich., last year the furniture firm used a group 
of unique displays which were received with great interest by resi- 
dents of the city. 
settings in the institutional group which included reproductions of 
Costumes, fab- 


Pictured above are six of the eleven separate 


the dwellings of twelve different primitive peoples. 
rics, grasses, and hair used in the displays were real. Everything 


was carried out in a life-like manner, months of painstaking research 
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being devoted to the subject in order to make the last detail au- 


thentic. Each group was in from one-third to one-half life size, and 
all the displays were animated. The People's Outfitting Company 
reports outstanding success with this exhibit. Crowds gathered from 
the moment the windows were unveiled and continued each day until 
the two weeks’ time the displays were on view had elapsed. The 
series was particularly successful because of its tie-up with the sale's 
slogan: "In All the World There's No Place Like Home!"— 
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E.A.D.M. Convention Dians 
Rapidly raking Shape 


— Display Photo Contest Rules and "Achievement 


Plans by the International Association of 
Display Men and the National Capital Dis- 
play Club for the 1938 convention of the 
association are rapidly rounding into shape, 
with every prospect of a banner convention 
at the Mayflower hotel, Washington, D. C., 
June 26-36. An interesting educational and 
entertainment program is being worked out, 
with a number of features certain to prove 
of much benefit and enjoyment for the hun- 
dreds of delegates who will attend. Com- 
plete details of the scheduled events will be 
released in the near future. 

Not the least attraction of the convention 
city is the number of scenic and historical 
points of interest, which many of the visit- 
ing displaymen will see for the first time. 

Probably 90 per cent of the visitors who 
visit Washington each year, primarily for 
the purpose of sightseeing, go to the United 
States Capitol. This building holds a spe- 
cial interest because it houses the senators 
and representatives who make the laws of 
our country. Its long, wide corridors and 
its passageways to the Senate office building 
and House office buildings never lose inter- 
est. Construction of the hall of the House of 
Representatives was begun ten years before 
the first gun was fired in the War Between 
the States, and the Senate chamber wing was 
started soon afterward. The Capitol is 751 
feet long and contains 431 rooms. The cost 
of construction was $14,550,000. It is one of 
the many old buildings of Washington and 
is an outstanding example of good architec- 
ture. The Corinthian style is used in the 
external embellishment of the building. Its 
location “on the hill” is superb and, taking 
everything into consideration, it is one of 
the most impressive structures in Washing- 
ton. It is admittedly one of the outstanding 














Contest’ Announced — 


Capitol buildings of the world. The beauti- 
ful grounds of 120 acres surrounding the 
Capitol are equally as deserving of attention 
as is the building. On these grounds are 
trees from almost every country on the globe. 

Down Pennsylvania avenue stands the 
beautiful Washington monument, which at- 
tracts thousands of people each year. A 
lovely panoramic view of the national capi- 
tal can be enjoyed from the top of the monu- 
ment. This impressive obelisk, which may 
be observed from points miles away, is set 
in a beautiful 60-acre park, known as the 
Sylvan theatre and Monument Grounds. In 
the shadow of the monument, many pageants 
are presented each year. The monument 
rises to a height of 555 feet, 6 inches. It may 
be ascended by elevator or stairway and 
crowds are handled in a way that gives the 
greatest degree of comfort and convenience. 
For more than forty years the monument has 
stood as a tribute to the memory of our 
illustrious first president. 

The last building in this group is the beau- 
tiful Lincoln memorial which was designed 
by Henry Bacon and erected at a cost of 





$2,000,000. The memorial is on a circular 


terrace 1,000 feet in diameter. Stretching to 
the east of the classic structure are large 
reflecting pools which mirror the memorial 
and also the Washington monument nearby. 
The memorial is a classic Grecian structure 
with a main hall 70 feet by 60 feet. A 
colossal statue of Lincoln, shown seated in a 
chair, adds to its impressiveness. The 
statue was carved from Georgia marble 
and, without the pedestal, weighs 150 tons. 
The Lincoln memorial, its beautiful grounds 
and its remarkable reflecting pools, form 
one of the great sights of the national capital 
and one that is never overlooked by the 
visitor. 

One of the annual features of the I. A. 


—Three familiar scenes from the convention 
city for 1938—the Washington monument, 
Lincoln memorial, and the Capitol building— 





D. M. convention is the display photograph 
contest, won last year by Karl Kneis, Stix, 
Baer & Fuller Company, St. Louis, Mo. Sev- 
eral changes in the rules have been made for 
1938, notably a separation of the sweepstakes 
contest into nine divisions. Another innova- 
tion is the “Achievement Contest,” for which 
certificates will be awarded the winners. 
Complete rules and photographic classifica- 
tions are as follows: 

(1) Women’s and misses’ evening apparel; 
(2) women’s dresses; (3) women’s sport ap- 
parel; (4) women’s coats and suits; (5) furs; 
(6) bridal display; (7) millinery; (8) wom- 
en’s shoes; (9) women’s hosiery; (10) neck- 
wear and scarfs. 

(11) Handbags and umbrellas; (12) wom- 
en’s gloves; (13) jewelry; (14) yard goods; 
(15) sewing machines; (16) notions; (17) 
towels; (18) handkerchiefs—men’s and wom- 
en’s; (19) girls’ apparel; (20) children’s 
shoes. 

(21) Children’s hosiery; (22) infants; (23) 
lingerie; (24) corsets; (25) bathing suits: 
(26) men’s clothing; (27) men’s shirts; (28) 
men’s neckwear; (29) men’s hats and caps; 
(30) men’s shoes. 

(31) Men’s socks; (32) men’s gloves; (33) 
men’s underwear; (34) men’s swim suits; 
(35) men’s robes and smoking jackets; (36) 
men’s evening apparel; (37) boys’ clothing: 
(38) boys’ furnishings; (39) toys; (40) 
sporting goods. 

(41) Luggage; (42) institutional displays: 
(43) civic, charity and memorial displays; 
(44) furniture; (45) radios and musical in- 

[Continued on page 38] 
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Saves hours of time installing effective treatments of endless variety." 
A. J. LOVALD, Display Mgr., The Globe Department Store, Waukegan, Ill. 
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Keep Shirt Displays Simple 


By RAY W. PARKS 


Leavitt Stores Corporation, Manchester, N. H. 


An examination of the details involved in 
the construction of these three shirt window 
displays will disclose an obvious attempt to 
keep them simple in order to make a 


Sa 





stronger impression on the masculine mind. 
The major effort involved was to stress the 
personality of the merchandise. 

Your attention is called first to the window 


of Cape Cod shirts, in which you will note 
that the salty simplicity of Cape Cod is 
implied as much as possible: 

1. Only white shirts were displayed. 

2. The use of rope for lettering and dec- 
oration. 

3. The floor treatment of the shirts de- 
signed in an undulating line to simulate the 
shores of Cape Cod. 

Other points of interest in the display are 
these: The face of the tilted shadowbox dis- 
play was finished with silver basket-weave 
leatherette facing, with the interior of the 
shadowboxes finished in the same material 
in bright red. The graduated height of the 
shirt forms was in line with the simple angle 
treatment of the shadowbox background. 
Signs were of white cardboard, lettered in 
red and black. 

The Shirtcraft windows attempted to bring 
out the tailored simplicity and color har- 
mony of the merchandise. The second win- 
dow shown dramatized the master. crafts- 
manship of the shirts by the use of a slanting 
background depicting a large picture frame. 
The shirts displayed in rows were selected 
from stock to create a careful blending of 
color tones. The cut-out letters were of 
wood, cut on an inclined plane to follow the 
idea of the reclining picture frame _ back- 
ground. The shirt forms on slanting, pol- 
ished brass rods were in accord with the 
general window theme of getting away from 
the perpendicular. 

The third window is perhaps the most dra- 
matic shirt window ever installed by our 
store. 

The personality of the merchandise was 
effectively retained by the blending of solid 
color tones in brilliantly lighted shadow- 
boxes that brought out in sharp relief the 
perfection of tailoring details that char- 
acterize the line of shirts. 

The general effect gained was one that 
called to mind the paintings individually 
illuminated in a dimly lighted art gallery. 

You will note that even the bold cut-out 
letters, of wood, which formed the name 
“Shirtcraft” were over-shadowed by the bril- 
liance of the merchandise itself. 

Attention to details and adherence to a 
definite theme are the factors that will place 
a display on a plane above the level of the 
average window. But the theme should be 
a simple one—especially for the display of 
men’s wear, for psychologists tell us that 
men prefer the simple and resent the com- 
plex. These displays, endeavoring to cause 
a mass impression, and at the same time 
highlight the individual tailoring and other 
selling characteristics of the shirts, attempt- 
ed to apply this principle. From the sales 
results, which were very excellent, appar- 
ently they succeeded. 


—Three excellent shirt displays by Ray 

Parks, in which he created a mass display 

impression, at the same time highlighting 

the individual sales points of each shirt. 

Excellent sales results were reported from 
_the three displays— 
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"Korrect-Way" Distributors 
Hold Sales Conference 


Distributors of “Korrect-Way” products 
spent January 14 and 15 at the home office 
and factory of the American Fixture Com- 
pany, St. Louis, Mo., attending a sales con- 
ference to discuss plans for 1938. Meetings 
were held in the showrooms of the company. 
Included in the new developments presented 
to the distributors were mannequins, new 
items of “Lucite,” the translucent plastic 
recently developed by du Pont, millinery 
heads, men’s figures—including “Charlie 
Swing” of National Association of Retail 
Clothiers fame—and many other novel and 
interesting equipment needs. 


The afternoon of January 14 was spent 
in visiting the plant and studying the meth- 
ods of manufacture involved in the produc- 
tion of display fixtures. In the evening the 
manufacturer entertained the visitors at a 
gala affair at the Chase hotel. The follow- 
ing morning was spent in studying the com- 
pany’s publicity program for the spring sea- 
son and in a discussion of the mutual prob- 
lems of the distributors. 

Among those present at the meeting were: 
C. J. Devere, The Hecht Fixture Company, 
Chicago, Ill.; Ted Palmenberg, T. C. Pal- 
menberg, Inc., New York City; Hjarold Dutch, 
Samuel C. Dutch & Son, Buffalo, N. Y.; Jack 
DeWeese, DeWeese Display Equiment Co., 
Pittsburgh, Pa.; H. R. DeVol, The Art Prod- 
ucts Manufacturing Company, Detroit, Mich. ; 
J. J. Fisher, General Display Corporation, 
Cincinnati, Ohio; R. R. Nelson, The Na- 
tional Equipment Corporation, Kansas City, 
Mo.; Walter W. Martin, Denver, Colo.; 
L. E. Hier, L. E. Hier Display Equipment 
Company, Minneapolis, Minn.; Melvin S. 
Roos, Atlanta, Ga.; and Vern Zeller and 
Walter Holzhaus, The Midwest Display 
Equipment Corporation, St. Louis. 





Gaba's Life Reviewed 
on Radio Program 


The trials of Lester Gaba in his rise to 
become one of America’s foremost manne- 
quin sculptors was the subject of the House- 
hold Finance Company’s radio program on 
a national network February 1. Incidents 
in the Hannibal, Mo., youth’s 
dramatized, bringing out his fondness for 
soap sculpture as a boy, his struggles for a 
foothold in the art world, and his final suc- 
cess in New York City. A considerable por- 
tion of the program was devoted to a dis- 
cussion of “Cynthia,” one of Gaba’s newest 
mannequin creations, which the designer said 
has been described as “an ideal American 
composition of feminine loveliness.” 


Novel Line of Displays 
Produced by Universal 


One of the most interesting of the group 
of displays produced by Universal Novelty 
Products Company, 65 Madison avenue, New 
York City, is a “glass of beer,” 16 inches 
high, complete with “collar,” rising bubbles, 
and even dew on the glass. Similar displays 
are provided for the stimulation of sales of 
cocktails, champagne, and tall drinks. Other 
developments of the firm include a crystal 
fountain and a revolving floral decoration. 
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THESE GREAT STORES 


Save On Sians 
PRINTASIGN 


It may pay you to see why it PAID This Great List of Great Stores to 
use one to eight Printasigns, for one to eight years, at one-eighth the 


cost, to make 240 Million Different ““SSELLING”’ SIGNS. 


Abraham & Straus....Brooklyn 
FO SE ee Buffalo 
Alms & Doepke.....Cincinnati 
yo) ees Norfolk 
Ames & Brownley ....Norfolk 
Auerbach’s..... Salt Lake City 
OMS. oes 5 coe xe Louisville 
erro Cleveland 
Bamberger’s . Newark 


Barker Bros .....Los Angeles 
Ludwig Bauman....N. Y. City 


| Ee Cincinnati 
Co 2 ae Indianapolis 
Block & Kuhl ...... .. Peoria 
Bloomingdale’s .... N. Y. City 


. Little Rock 


Gan Gee ......> 
New York City 


Blumstein’s 


Boggs & Buhl . Pittsburgh 
Bon Marche ....Lowell, Mass. 
Bon: Marche ........... Seattle 
Boston Store ........ Chicago 
Boston Store ...... Columbus 
Boston Store........ Milwaukee 
Brandeis .......... . Omaha 
Broadway ...... Los Angeles 
Brown’s .. . Oklahoma City 
Brown-Dunkin ........ Tulsa 
Brown, Thomson ..Hartford 
Buffum’s....Long Beach, Calif. 
Bullock's ........ Los Angeles 
WII oo oe se erncs Miami 
Butler: Bros... ......... UG. Ss. 
Capwell’s i ts ...Oakland 
Carson Pirie Scott .. Chicago 
Castner-Knott ...... Nashville 
Chappell’s.. .. Syracuse 
City of Paris... San Francisco 
ClasNOR wcnccten Peoria 
Grover Cronin .......Waltham 
Cohen’s Sep Setar Jacksonville 
Crowley-Milner ........ Detroit 
Daniels & Fisher...... Denver 
Davison-Paxon Atlanta 
Denver Dry Goods... Denver 
DIGG: BARON 055540 sic: Syracuse 
Donahoe’s ........: Pittsburgh 
Donaldson’s ...... Minneapolis 
Eastman Kodak Co ...U. S. A. 
NE uo 0 vnc axe nee Toronto 
PR sco le ceo Hamilton 
GINO en > d'cnssws Montreal 
APWANGS ©... os ccosvees Rochester 
Ue irre Syracuse 
El Centro Merc ....... Mexico 
Elder-Johnston Dayton 


Emery, Bird, Thayer Kan. City 


Emporium . San Francisco 
Eureka Stores ....._Windber 
Fair Store Cincinnati 


New Orleans 
. Shreveport 
Australia 
Cleveland 


Feibleman’s 
Feibleman’s ; 
Parmer, Ltd ........ 
Fintex Corp ’ 
Forbes & Wallace 
nena. 
Fowler, Dick, Walker 
Binghamton 

Fowler, ‘Dick, Walker . 
ore Wilkes- Barre 


Mass. 


eer eet ce Hartford 
Frank & Se der .. Detroit 
Frank & Seder .. Philadelphia 


Frank & Seder Pittsburgh 
Fifth-Street Store Los Angeles 


GME cbcuccees Jamaica 
Gimbel’s .. .. Milwaukee 
Gimbel’s New York City 
Gimbel’s ....... Pittsburgh 
Gimbel’s_ ....... Philadelphia 


Goerke’s....... Elizabeth, N. J. 
MPUNGEIORE” Sidosac secs Chicago 
OS Cae re Lincoln, Neb. 
Golden Eagle ..... Denver 
Goldenberg ........ Washington 
Goldamittive 2c... ..0.5 5: Memphis 
Golden Rule ......... St. Paul 
Golden Rule.....Klamath Falls 
pa ee eee San Francisco 
Po ore hs ews Newark 
Hattie... c.56% San Bernardino 
Hearn’s....... New York City 
Heone Ce ..s5655.4 Washington 
Hecht Bros.... ......Baltimore 
Heer’s...:...<..- Springfield, Mo. 
Hengerer’s ... uffalo 


Herpolsheimer’s Grand Rapids 


EOE hn oi tkas wc <'s Allentown 
Highee’s ni. - Cleveland 
Himelhoch’s ........... Detroit 
eae Kohn .. Baltimore 
Hovey , Boston 
Rasstaant: Hughes WwW aterbury 
BEMIS faa vigvers Baltimore 
Hub, Ltd ; j Australia 
Hudson’s Bz ay. ere Winnipeg 
[io OS ae Detroit 
pi a re Baltimore 
BUG@WE coe cnr eccsss eee: Charlotte 
Jellefs ..... .. Washington 
Johnston Shelton | . Dayton 
Jones Store . Kansas City 
Jordan Marsh ... Boston 
er San Antonio 
Lae Malden, Mass. 
pO eer Oakland 
I ie 6 Sy bu ec Washington 
Kaufmann’s . Pittsburgh 
KRirven's ....... Columbus, Ga. 
je eee eee Atlanta 
po errr Newark 
Ld ee Toledo 
Lansburgh’s .. Washington 
La Salle & Koch .... Toledo 
I Sas a 9 «x30 Columbus 
FS a 2 Nashville 
La a 0 er Elizabeth 
Lindner Coy _....... Cleveland 
L ipman, Wolfe .. Portland 
| Rae Philadelphia 
Loeser’s... .... Brooklyn 
Lord & Taylor.. N.Y. City 
Loveman’s ........ .. Birmingham 
Maas Bros:.......... .Tampa 
Macy’s . New York City 
Marshall Field .. .... Chicago 


Marshall Field. Evanston, III. 
Marshall Field Cale) Park, Ill. 
Marston’s .. San Diego 
Maison-Blanche New Orleans 


EL oo Ses eee ee Baltimore 
pS a tr aie Cleveland 
OS eo ee Denver 
Be ails cs eves Los ’ Angeles 
MEBCINHES &...5.6..: Worcester 
McAlpin’s ...._.. Cincinnati 
McCreery’s.. . New York City 


McDougall Southwick Seattle 


McKelvey’s ... Youngstown 
Meier & Frank ..... Portland 
Meyer’s .. Albany 
Meyer’s .. *Greensbe m mC. 
Millers ......«... Knoxville 
Miller’s Chattanooga 
Morehouse-Martens Columbus 
Henry Morgan Montreal 


Muller Lake Charles, La. 
Myer Emporium, Ltd . 
Pee rere Melbourne, Australia 


WRITE FOR CATALOG 


IMME a oacwesronl Brooklyn 
4,0. ¢ Spree .Akron 
O’Neill’s ...... Baltimore 
Oppenheim Collins .. Buffalo 
Oppenheim Collins...Brooklyn 
Palais Royal ..... Washington 
Parte Ce... <<... Salt Lake City 
i > er Kansas City 
Cy Wemmeg..: <3... S. A. 
iy a eee eee Cincinnati 
DG ee Akron 
Wenner ae... oo oes Harrisburg 
Pomeroy’s ....... Reading 
Pomeroy’s Wilkes-Barre 
Popular Dry Goods El Paso 
Powers Merc ..... Minneapolis 
Quackenbush ........ Paterson 
UE Re as ey Seattle 
WOOD 66 cots ess Tacoma 
WRN isu. xcw'ternea Norfolk, Va. 
i i” a Se. oe Atlanta 
Rike-Kumler ......... Dayton 
ee. Tre Cincinnati 
Rosenbaum’s .. Pittsburgh 


Rudge & Guenzel Lincoln 


Sach’s Furniture .. N. Y. City 


S| | Ser ee Hartford 
SIE, os ext vexs ante Dallas 
Shillito’s ...... Cincinnati 
Schuster’s .. Milwaukee 


Scranton Dry ‘Goods Scranton 
Sear’s USA 


Scruggs-V andervoort St. Louis 
Selfridge ....London, England 
SENOS 8 isc ac cexe: Providence 
Sherer’s. Worcester 
Sibley, Lindsey & Curr .. 
.... Rochester 


Franklin Simon .. N. Y. City 


Slattery’s ....... _. Boston 
Snellenberg’s Philadelphia 
Spokane Dry Goods Spokane 


Stern’s New York City 
Steinback- Kresge 

y ead Park, N. 5. 
Stewart’s ........... Louisville 
Stewart’s . .. Baltimore 
Stix, Baer & Fuller = Louis 
Stone Thomas . Vheeling 
Strawbridge & Clothier Phila. 


Stripling’s ne Ft. Worth 
Strouss-Hirshberg Youngstown 
BRNO cre cn cicadaces Norfolk 
TRON 6 ..s 2 ioe Kansas City 
Thalhimer’s ... Richmond 
Titche-Goettinger ....... Dallas 


U. S. Dept. of Interior 

U. S. Dept. of Social Security 
U. S. Dept. cf Commerce 

U. S. War Dept. 


Walker-Scott . San Diego 
Wannamaker’s New York City 


Wannamaker’s Philadelphia 
Weinstein’s .. . San Francisco 
Wieboldt’s... . Chicago 
White House El Paso 
White House San Francisco 
White’s . Boston 


Wolf & Dessauer Ft. Wayne 
Wolf & Marx San Antonio 
Woodward & Lothrop 

Washington 


Wren’s Springfield, Ill. 
Yeager’s aah 5. ame Akron 
Younker’s ... .... Des Moines 
2: €. Bl Salt Lake City 


REYNOLDS APPLIANCES CORPORATION 


542 SO. 


DEARBORN ST. - 


- CHICAGO 
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Trophies and Cash Awards 
In This New Contest 


What are you doing, or what have you 
done, to improve your store’s sign depart- 
ment? A short description of what has been 
done and of the results obtained, plus one 
or more photographs to illustrate your 
points, may be the means of winning a cash 
prize of $50 and a beautiful and valuable 
trophy for you. Or if you do not win first 
prize in this new and novel contest you may 
win one of the substantial cash awards and 
trophies which will go to the two placing 
second and third. 

DISPLAY WORLD, in conjunction with 
Milton Reynolds, president, Reynolds Appli- 
ances Corporation, Chicago, IIl., is sponsor- 
ing this contest in an effort to focus more 
attention on the retail store’s sign shop—to 
encourage display managers or sign depart- 
ment heads to think of the shop in terms of 
better production, better equipment, better 
working conditions, more economy in shop 
operations, 

Three major awards will be made: first 
prize, the Milton Reynolds Trophy, $50 in 
cash, and a certificate of achievement; sec- 
ond, a trophy and $25 in cash, plus a cer- 
tificate; third, a trophy and $10 in cash. 
In addition, honorable mention certificates 
will be given to the next twenty-five best 
entries. 

Entry in the contest may be made by any 
display director or sign shop head of any 
retail store or national advertiser’s own dis- 
play department in this country and Canada. 
Size of the department and type of firm will 
not be considered—what is desired is actual 
evidence that the sign department is func- 
tioning at peak efficiency through physical 
rearrangements, new equipment, etc. The 
contest will close April 15, 1938. 

Entry must be made by one or tnore photo- 
graphs—of any size, type, or number, made 
by professional photographer or amateur. 
The only requirement is that they be clear 


and show what has been done toward the 
creation of a better sign shop. With the 
pictures should be sent a short description 
of changes made and what they have ac- 
complished, under the title of “What We 
Have Done to Improve Our Sign Shop,” 
with some mention of the department’s per- 
sonnel and sign volume. The fact that im- 
provements have been made in the sign shop 
previous to the opening of the contest need 
be no deterrent to entry with a photograph 
of the shop as it is now. 

Three judges will pick the winners: Milton 
Reynolds, Reynolds Appliances Corporation, 
Chicago; R. C. Kash, editor, DISPLAY 
WORLD, and a third totally disinterested 
judge from the retail field, to be announced 
later. The decision of the judges shall be 
final. Judging will be solely on the results 








you have accomplished toward better signs, 
better working conditions, better equipment, 
faster and more economical production of 
signs. 

It is proposed to make this “better sign 
shop” contest an annual event, with a spe- 
cial trophy for any individual winning first 
place three years in succession. 


Entries must be sent to DISPLAY 


WORLD, 1209 Sycamore street, Cincinnati, § 


Ohio, not later than April 15, 1938. All 
entries will be acknowledged immediately as 
soon as received, and winners will be noti- 
fied by mail as soon as the judges reach a 
decision after April 15. A complete report 
of the results, together with the winning 


entries, will be published in the May issue | 


of DISPLAY WORLD. 
But do not wait to get your entry in. If 


2 


you have already made changes in your sign 
shop and can trace results directly to the 
change, get your photographs and forward 
them immediately. If there are changes you 
can make which will mean better displays 
through better signs, make them and enter 
the contest as soon as possible. Talk the 
matter over with the sign department per- 
sonnel. Decide what is needed and then go 
after it. 


—Here are two scenes from one of the 
country's best display department sign shops, 
that of J. N. Adams & Co., Buffalo, N. Y., 
for which Cogswell Cromwell is display. man- 
ager. Note the neatness, the modern equip- 
ment, the facilities for excellent signs pro- 
duced speedily and with economy. Requests 
to the J. N. Adam sign shop come in from 
the various departments and are filled in the 
order of their importance. Finished signs 
are delivered to various distribution points, 
where department managers may send for 
them— 
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Complete Results Announced 


On Fur Display Contest 

First prize of $100 in the A. Hollander & 
Son, Inc., national fur display contest has 
been awarded to George H. Wagner, J. L. 
Brandeis Company, Omaha, Neb. Second 
and third places, $50 and $25 respectively, 
went to Irving C. Eldredge, R. H. Macy & 
Co., Inc... New York City, and J. H. Du- 
buisson, Cain-Sloan Company, Nashville, 
Tenn. 

Ten other awards of $25 each were made 
to the following: Lewin’s, Wichita, Kans.; 
Ackemann Brothers, Elgin, Ill.; John Taylor 
Dry Goods -Company, Kansas City, Mo.; 
Bernard Heims, Lipman Wolfe & Co., Port- 
land, Ore.; Fred Benioff Furs, Oakland, 
Calif.; M. Kimmelman, Erie Dry Goods 
Company, Erie, Pa.; Arlene D. Olson, P. 
Schlampp & Son, Minneapolis, Minn.; Holt 
Renfrew & Co., Ltd., Montreal, Quebec; 
Ralph M. Kline, Greenblatt’s, Inc., Fort 
Wayne, Ind.; H. A. Fitzsimmons, Armstrong 
Clothing Company, Cedar Rapids, Iowa. 

The following received honorable mention: 
Richard A. Staines, Vandever Dry Goods 
Company, Tulsa, Okla.; T. Kruse, E. W. 
Edwards & Son, Syracuse, N. Y.; R. F. 
Snyder, Scranton Dry Goods Company, 
Scranton, Pa.; Ernest H. Symons, Isaac 
Long, Wilkes-Barre, Pa.; Baum’s Depart- 
ment Store, Green Bay, Wisc.; Herman H. 
Riegel, Wolff & Marx, San Antonio, Texas; 
F. Victor Ekholm, St. Paul, Minn.; Lan- 
don’s, Dubuque, Iowa; Leakus Furniture 
Company, Dayton, Ohio. 





New England Firm Appointed 
Distributor for Standard 

The New England Decorators Supply 
Company, Boston, Mass., has been appointed 
distributor for the line of Standard Fixture, 
Inc., Dallas, Texas, in the entire New Eng- 
land territory. Max Mayer, sales manager 
for the Texas firm, has also announced that 
due to the reception accorded Standard’s 
new line of Profita mannequins and other 
display equipment it has been necessary to 
add still another salesman to the’staff. The 
new appointee is Edwin Malone, who will 
cover the Greater New York territory. 

Arrangements have been concluded for a 
repair and replacement service for Standard 
in New York City, this being handled by S. 
Spataro, 93 Crosby street. 

Still further indication of the expansion 
plans of Standard is contained in a report 
that a branch office is planned for Chicago 
in the near future. 

According to Mayer, the Standard line met 
with a hearty reception at a special showing 
at the Hotel Pennsylvania January 10-22, 
with results developing so well that arrange- 
ments were made to present the exhibit at 
the National Retail Dry Goods Association 
convention in New York City January 31- 
February 4. 





Display Services 
Consolidate 

The Atlas Window Display Service and 
the Sheehey Window Display Service have 
consolidated and moved to larger quarters at 
28 East Fourth street, New York City. The 
combined service is now under the personal 
supervision of William A. Sheehey and N. 
Rosen. 
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HALF the PRICE 


NOW EVERYONE CAN HAVE A 
CUTAW L 








DOUBLE THE EFFECTIVENESS OF 
YOUR DISPLAYS 


with this NEW Q1 CUTAWL 


A completely new model with light weight aluminum body in smart stream- 
lined design, enclosed mechanism, built-in light, powerful AC-DC motor, 
ball bearings, balanced parts, quiet, speedy and accurate. 


A small down payment will bring you this Cutawl at once. Write for 
new descriptive circular. 


INTERNATIONAL REGISTER CO. 
USE THIS CONVENIENT COUPON 


INTERNATIONAL REGISTER CO., 13 S. Throop St., Chicago. 2-38 
Please send me information on the $65.00 Q1 Cutawl. 


13 S. THROOP ST. 
CHICAGO, ILL. 
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The All-Important 
bDoint=of=-JSale 


By M. E. KOEHRING, Assistant Advertising Manager 


Counter displays of all types and forms 
are relatively easy to produce. But with 
similar material being sent the retailer from 
all quarters the question naturally arises, 
“Which to use—and how much space can 
be devoted to this form of point-of-sale 
display?” The importance—from the stand- 
point of the manufacturer and of the retailer, 
too—of attractive, novel counter displays 
that will take up small space and do a real 
selling job immediately becomes plain. Long 
life for the display is necessary as well, and 
if it can be used as an adjunct to window 
displays, so much the better. 

With these requirements in mind, Phoenix 
has for the past six seasons concentrated on 
a display unit that has filled the bill ad- 
mirably. Particularly attractive is the one 
produced for the spring of 1938. 

“Costume Figure Posters” is the name 
given to this display, and while the title 
fits the subject, it doesn’t begin to tell the 
story.. The figures (as shown in the two 
illustrations) are flocked in actual colorful 
fabric in patterns and styles of the latest 
spring mode. With backgrounds of soft 
grayed-blue, the little fashion mannequins 
have the appearance of real animation—a 


—Two of Phoenix Hosiery Company's four 
new display units for the spring of 1938 are 
shown herewith. Screen processed through- 
out and with the principal figures flocked 
in actual colorful fabric, the displays are 
among the most attractive produced for the 
current season. The full length figure is 


mounted on a wooden block affixed to the 
face of the display, which creates a third 
dimension— 





‘of two. 


Phoenix Hosiery Company, Milwaukee 


task very difficult to achieve in a “fixed” 
display unit. 

Phoenix claims that a good hosiery dis- 
play must do a good selling job—must be a 
merchandising display and not merely an 
institutional piece. There are several major 
requirements for a good merchandising hos- 
iery display piece. It must be eye-catching 
and colorful as well as having a style-cor- 
rect appearance. It must tell the story of 
thread weight for the occasion, and have 
facilities for showing actual merchandise. 
And of course the unit must embody some 
promotional message in the basic theme. 

It may sound very difficult and compli- 
cated, but the counter display illustrated 
does it quite simply and effectively. There 
is a little wire holder on the back of each 
piece to permit draping of hosiery. Inter- 
changeable cards in the slots provided tell 
the stories of thread weight, color coordi- 
nation, and the basic theme which in this 
case is, of course, the exclusive new hosiery 
manufacturing process called “Vita-Bloom.” 
This major subject is given additional pro- 
motional punch by little blurbs spoken by 
the figures. 

One of the most interesting points in the 
makeup of this display unit is the way in 
which Phoenix has overcome the hardship 
of putting emphasis on the legs of a full 
figure display. This is accomplished by plac- 
ing little mirrors behind the legs of the 
fashion mannequins, thus focusing attention 
on the hosiery of the figures. 

The entire display unit is screen proc- 
essed. A third dimension is achieved by 
mounting the principal figure on a block of 
wood which extends from the face of the 
display. The interchangeable cards are held 
in place right on the back of the unit, so 
that it is a matter of a second or two to 
remove one sales message and substitute the 
next. This means that the display is adapt- 
able and consequently tends to increase the 
life of the unit. It minimizes the danger of 
misplacing the cards containing the different 
sales messages. 

Our company has a policy on the produc- 
tion of this type display which allows for 
about 2,000 full sets of four and 1,000 sets 
The sets of four naturally go to 
our largest accounts, and the sets of two to 
the smaller. Since adopting this kind of 
counter unit six seasons ago (varying each 
type from time to time, of course) the im- 
proved reception of the displays by our deal- 
ers, as contrasted to our former pieces, is 
nothing short of remarkable. I can say 
truthfully that we have received more win- 
dow and more counter and showcase dis- 
plays than ever in the history of Phoenix. 
As a matter of fact, we have seen these 
displays kept in the counter cases throughout 
an entire season, when not used for window 


—Among the many features of these aitrac- 
tive displays are: a mirror mounted in the 
unit to focus attention on the legs of the 
principal figure; a wire support which fits into 
a slot in the back of the display and pro- 
vides a means of showing actual merchan- 
dise draped over it; authentic, modish colors 
and styles for the figures; interchangeable 
cards bearing different sales messages— 


displays. These stores change the cards 
every so often, and of course change the 
hosiery with.it. They are more or less per- 
manent fixtures in our Phoenix departments. 

These units are the result of cooperation 
on the part of four members of the Phoenix 
organization. Tentative ideas begin as much 
as six months in advance and the final plan 
—as is usual with such work—invariably 
materializes just before the deadline. Fred 
Zillman, our advertising manager, is re- 
sponsible for a major portion of the idea, 
while Miss Christine Holloway, our New 
York stylist, makes quite a contribution to 
the general styling and design of the pos- 
ters. Miss Alcy Cwerdinski, New York City, 
is the artist who so capably puts the idea 
into form. As for the writer, his contri- 
bution is relatively small. Piper Advertis- 
ing Products, Chicago, Ill, produced the 
units. 

Regarding the place of display in our pro- 
motional activities, it is possible to say with- 
out question that it constitutes the greater 
part of our merchandising helps. While 
newspaper and national advertising do have 
their proper place in hosiery merchandising, 
the best selling job is always done over the 
counter and via the window display. 
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Samuel J. Hanick Invited 


to Roper Conference 

An unusual honor was recently accorded 
Samuel J. Hanick, president, The S. J. 
Hanick Company, Inc., and the Display Cen- 
ter of Philadelphia, Philadelphia, Pa., when 
he was invited by Secretary of Commerce 
Daniel C. Roper to participate in a “smaller 
business” round-table conference on recov- 
ery. Hanick was one of twenty-six Phila- 
delphia businessmen asked to attend the 
meeting in Washington, D. C., from which 
a dozen men were chosen to discuss the 
matter personally with President Roosevelt. 





"Display Inspirations" Issued 
By Stensgaard Organization 

The publishers of Apparel Arts and W. L. 
Stensgaard & Associates, Inc., Chicago, have 
collaborated in publishing a portfolio of 
original window and interior display ideas 
for men’s wear under the title, “Display In- 
spirations.” The book, which really deserves 
the word “remarkable,” contains a host of 
sketches and suggestions for outstanding 
displays and is a valuable addition to any 
displayman’s library. Detailed information 
on it can be obtained from the Stensgaard 
organization, 346 N. Justine street, Chicago. 





New Screen Process 
Book Released 


“The Silk Screen Printing Process,” by 
J. I. Biegeleisen and E. J. Busenbark, is a 
most helpful tome for any individual inter- 
ested in the subject. The practical manual 
covers silk screen process printing both in 
its vocational aspects and as a medium of 
fine art expression, giving the necessary in- 
formation for those who wish to take up 
the craft as a profession or as a hobby. It 
describes all types of equipment and mate- 
rials, how to handle them, and how to per- 
form each step in preparing, printing, and 
finishing various kinds of work. The book 
is very comprehensive, including a discus- 
sion of the film method and such subjects as 
die-cutting displays and textile printing. It 
is published by McGraw-Hill Book Com- 
pany, Inc., 330 West Forty-second street, 
New York City. 


DeWeese Opens Office 


and Showrooms 

Jack DeWeese, DeWeese Display Equip- 
ment Company, Pittsburgh, Pas has an- 
nounced the opening of his new branch 
office and showrooms at 606 St. Clair avenue, 
N. W., Cleveland, Ohio. The firm has the 
franchise for Korrect-Way fixtures, manne- 
quins, store equipment, etc. Leo M. Fried- 
man, formerly in the display sales field, will 
be in charge of the Cleveland office and will 
cover Akron, Canton, and other cities in 
northern Ohio. 








Folder Describes Work 
of Missouri Service 

J. W. Forbes, Missouri Display Centre, 
Kansas City, Mo., will soon release an eight- 
page folder describing the various types of 
display work in which his company spe- 
Cializes. Included in the services of the firm 
are the building of “transparency” displays 
for aviation lines and railroads, the installa- 
tion of modern store fronts, and the remodel- 
ing of old fixtures. 


DISPLAY 






The BRISCHOGRAPH is an in- 
dispensable piece of equipment 
for every Displayman. Cardwriter, 
Poster Artist and Designer. It 
pays for itself quickly, and its 
modest price puts it within the 
reach of all. 


The New 3/10 Model 


*25 


COMPLETE 


Any photo, magazine, sketch, etc., 
regardless of size, can be clearly 
projected to desired size, in per- 
fectly defined detail, in natural 
colors, with reading matter from 
left to right as original. 


Visit your dealer today and ask 
to see the Brischograph. Better 
still, buy it and try it im your 
every-day work .. . if you do 
not find it all we cla'm—a worthy. 
time saving addition to vour 
equipment—return it in ten days 
and your money will be refunded. 


Send for our New Circular 
Showing “WHO’S WHO” 


WORLD 25 


With This Machine 
DISPLAYMEN 


everywhere are making illustrated backgrounds, 
panels and posters easily, quickly and at low 
cost because the BRISCHOGRAPH makes you 
an artist—instantly. 


The BRISCHOGRAPH is simple to operate, as the above illustra- 
tion clearly shows (Guaranteed to be reproduced from unretouched 


photograph). Simply place the Brischograph over the copy to be 
enlarged and ‘focus to produce desired enlargement. Then follow 
the projection with pencil, pen or brush. You will be surprised 
how easily and quickly you can make attention-compelling back- 
grounds. 


THE BRISCHOGRAPH COMPANY 


Established 1926 
26 W. WEISHEIMER ROAD COLUMBUS, OHIO 





SEND FOR 
SAMPLES OF 
OUR NEW 
CRESCENT 


fea “The most” 
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lettering surface 
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Title Registered U. S. Patent Office 
Issued on the Fifteenth of Every Month by 


THE DISPLAY PUBLISHING COMPANY 
Cincinnati, Ohio 


H. C. MENEFEE, President. 
NATHAN SILVERBLATT, Secretary. 
R. C. KASH, Editor. 


OUR PLATFORM 


1. The Development of Window Display Adver- 
tising. 

2. More Display Cooperation by Manufacturer 
and Merchant. 

3. Advancement of the Display Service Business. 

4. Practical Service to the Display Profession 

5 

6 








and Industry. 
. Appreciation of Display's Power in Merchan- 








dising. 
. Absolute Independence of Our Editorial 
Columns. 
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Retail Stores Gain 
5.4 Per Cent Over '36 
Some highly interesting statistics have 


been released by the Controllers’ Congress 
of the National Retail Dry Goods Associa- 
tion relative to retail sales in department 
stores, dry goods stores, specialty shops, and 
kindred stores during 1937. An indication 
of the merchandising expectations for 1938 
is also given in the report. 

Sales for the type stores mentioned above 
advanced for the fourth consecutive year, 
registering a gain of 5.4 per cent in 1937 
over 1936. This figure is based on a com- 
pilation of reports from more than 400 de- 
partment and specialty stores and of over 
2,000 units of three chains handling variety 
goods and lower priced dry goods and ap- 
parel. On the basis of sales reported by 
department and specialty stores alone the in- 
crease over the previous year was 5.7 per 
cent. (On the whole, this figure agrees 
well with a report released by the U. S. 
Department of Commerce and covering all 
forms of retail trade in which a gain of 6.5 
per cent is shown.) 

The gain reported for 1937 brought sales 
of the reporting establishments within about 
14 per cent of the all-time high reached in 
1929. In comparison with 1925, a so-called 
“normal” year, retail sales for 1937 fell 
short only about 5 per cent. 

The stores reporting indicated the expected 
sales volume on which they were predicating 
purchases and controllable expenses for the 
spring season of 1938. In view of the cur- 
rent general business recession, it is not 
surprising to note that in general more 
stores were planning on a sales recession 
than expansion compared with the spring 
of 1937. 

Last year the general figure indicated as 
the basis for planning the spring of 1937 
operations was 10 per cent. This the major- 
ity of stores realized, for the Federal Re- 
serve Board’s report on department store 
sales for the first six months of 1937 re- 


DISPLAY WORLD 


vealed a gain of 11 per cent over the com- 
parable period in 1936. 

Many more individual stores are planning 
a volume of sales for the spring of 1938 
equal to spring, 1937, than are calculating 
on any other basis. One large chain is ex- 
pecting a 3 per cent decline. About as many 
stores are planning for a 5 per cent increase 
in sales as are budgeting on a 5 per cent 
decrease. However, many more are count- 
ing on decreases of 7 per cent to 10 per 
cent, particularly on the latter figure, than 
are optimistic enough to plan beyond 7 per 
cent or more increase. 

Naturally, present and prospective indus- 
trial conditions in various localities have 
been strong factors in influencing spring 
operating budgets. The table below shows 
the general consensus as to sales plans for 
spring, 1938, compared to spring, 1937, in 
each of the Federal Reserve Districts : 


% Incr. 
Federal Reserve District or Decr. 
Ph SON cso ieee 0 
No. 2—New York ................ +4 
No. 3—Philadelphia .............. —3 
No. 4—Cleveland ................ —9I 
No. 5—Richmond ................ +2 
No. 6—Atlanta ................... 0 
No, F—Chicago «... 2.2 beviasecsess —9 
No. 8—St. Louis ............... . —6 
No. 9—Minneapolis .............. —2 
No: -10—Kansas City |.....6.56..:. —4 
Do; 11-—Dallds ...... oe sca, 0 
No. 12—San Francisco ............ —! 
The country as a whole............ --4 





Three Display Exhibits 
Planned by I. D. E. A. 


Philip B. Keith, executive secretary, In- 
ternational Display Executives Association, 
New York City, has announced that the or- 
ganization is completing plans for three dis- 
play exhibits to be held during the coming 
twelve months by manufacturers, distrib- 
utors, and suppliers of display materials and 
equipment. The dates for the exhibits, 
which will be held at the Hotel Pennsyl- 
vania, are: June 1-2, when the fall and win- 
ter lines wil) be shown; September 7-8, for 
Christmas supplies, and January 4-5, 1939, 
for spring and summer supplies. 

Each exhibit will occupy the full two days 
designated, with a banquet to be held the 
evening of the first day. Admission to the 
latter event will be by tickets made avail- 
able to all persons interested in display. In 
regard to the exhibits, Keith makes the fol- 
lowing statement: “We feel that with the 
manufacturers, distributors, and suppliers of 
display material cooperating with I. D. E. A. 
in the functioning of this program, display 
will reach a higher level, and a more ethi- 
cal standard can be secured by discussing 
the common problems of display through 
such an organization. We believe that this 
program, properly conducted, will be of di- 
rect benefit to the exhibitors; they will be 
showing their products to the display direc- 
tors of this association who control the 
buying for, and installation of, several thou- 
sand windows throughout the country.” 
Complete data on the first exhibit will be 
announced soon. 

At the regular monthly meeting and lunch- 
eon of the International Display Executives 
Association, February 2, at the Hotel Penn- 
sylvania, New York City, members and 
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guests heard two interesting addresses on 
display topics of the day. The attendance 
was stimulated by the convention of the 
National Retail Dry Goods Association, 
which was being held in the same hotel, and 
where Frank W. Spaeth, W. L. Stensgaard 
& Associates, Inc., Chicago, spoke on dis- 
play later in the day. 

Elliott Robertson, display manager, Adler 
Shoe Company chain, described his recent 
trip to Europe and compared foreign display 
methods with those of the United States, 
He commented on the fact that while Amer- 
ica is far ahead of the countries of Europe 
in display work there is still much to be 
gained from studying the latter’s displays, 
He also remarked the growth in the use of 
invisible glass and stated that there is a 
constantly growing trend in Europe toward 
the use of American display practices. 

Discussing various interesting aspects oi 
European display, Robertson said: “In Lon- 
don many shops were notable for the fact 
that the shop itself becomes the display win- 
dow, allowing a clear view right through 
the establishment. Many examples of fu- 
turistic and contemporary art were noticed 
in the window arrangement along with many 
illusion novelties. Little attention seemed 
to be paid to backgrounds, with a resultant 
lack of color. 

“In many shops in Paris, scarves, gloves, 
handbags and other small items were ar- 
ranged in small cases to be easily seen, with 
the larger selections inside the store. Fa- 
mous works of art and historical structures 
nearby, which offer many opportunities for 
translation into display, were overlooked. 
Many impressionistic ideas are to be gained 
from the Bois, Champs Elysees, the Tuille- 
ries Gardens, and adaptations from the Paris 
exposition structures and displays, now be- 
ing dismantled. 

“Regent street, London, seemed vastly im- 
proved from the display standpoint and 
many shops have found that the use of in- 
visible glass can add a touch of distinction. 
Selfridge’s store contains many individual 
displays and commands a character all its 
own. Swan & Edgar had a notable display 
of decorative red satin with sprays of silver 
leaves.” 

Polly Pettit, New York School of Display, 
and who is prominent in the work of I. D. 
E. A., introduced Malcolm Erbe, Pittsburgh 
Plate Glass Company, who expressed his 
surprise and pleasure to learn of the prog- 
ress of the association in the New York 
City district. 

Erbe discussed the development of plate 
glass and the necessity of incorporating pro- 
visions for good display into the architec- 
tural treatment of modern stores. “The 
modern trend in architecture of this sort,” 
he said, “is for color and simplicity of de- 
sign for display windows. Modern windows 
now have a well-designed facia and lighting 
facilities easily accessible. In these designs 
the major factors that must be taken into 
consideration are the elements of attraction, 


creating interest, stimulating desire, and 
causing buying action.” 
Various metals, glass, and ornamental 


material for facia construction were fully 
explained. Erbe recommended a careful 
checking of neighboring stores when plan- 
ning store construction in order to create 
harmony of design. 
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Detroit Display Club 
Entertains Chords 

The Detroit Display Club, at its regular 
meeting at the Statler hotel, January 24, had 
as guests Mr. and Mrs. Jack T. Chord, who 
recently returned from an extensive trip in 
the Far East. Chord was recently appointed 
coordinator of sales and promotional activi- 
ties for the Ernst Kern Company, Detroit 
firm. During the meeting he gave a resume 
of the couple’s experiences in twelve count- 
ries, as well as a brief account of the var- 
ious retailing methods encountered. 

Chord was editor of DISPLAY WORLD 
for several years, and more recently was 
display manager for Goldblatt Brothers’ 
State street store, Chicago. 

The Detroit club members were informed 
that plans had been completed for a Valen- 
tine’s day dinner dance to be held at the 
Webster Hall hotel, the entertainment to in- 
clude a floor show and a_ widely-known 
dance orchestra. 

Walter H. Grover, J. L. Hudson Company, 
and president of the local group presented 
a new constitution and by-laws, which were 
approved. 





Men's Display Contest 
Won by Kieffer 


Further results of the annual display con- 
test conducted in conjunction with the Na- 
tional Shoe Fair, held in Chicago during 
January, have been announced. Clement 
Kieffer, Jr.. The Kleinhans Company, Buf- 
falo, N. Y., won first prize in the men’s 
footwear division, followed by Irwin Riga, 
Potter Shoe Company, Cincinnati, Ohio, in 
second place, and A. E. Whitelam, R. H. 
Fyfe & Co., Detroit, Mich., who placed third. 

In the women’s footwear display contest A. 
J. Roeder, William H. Block Company, In- 
dianapolis, Ind., carried off first honors. 
Second and third prizes went to Craig L. 
Embree, A. H. Geuting Company, Phila- 
delphia, Pa., and Irving C. Eldredge, R. H. 
Macy & Co., New York City, respectively. 





H. Peddycoart Named Winner 
of Adler December Contest 

First prize in the Adler-Rochester display 
contest for December—the final month of 
the event—has been awarded to H. Peddy- 
coart, Syndicate Clothing Company, Cedar 
Rapids, Iowa. Second prizes went to Walter 
Krysto, Jordan Marsh Company, Boston, 
Mass., the three remaining awards being 
voted by the judges to the following: J. 
Frank Kennedy, M. D. Clapsattle, Lockport, 
N. Y.; F. J. Altvater, Markley-Altvater, 
Sunbury, Pa., and Edwin H. Olson, Jones, 
Morgan & Co., Inc., Waterbury, Conn., in 
that order. One novel feature of the Adler 
contest is that all judging was done by 
plumbing contractors, realtors, typographers, 
and the like; no persons familiar with dis- 
play were included. 





New Catalogue Issued 
by Podgor Company 

The Joseph E. Podgor Company, Inc., 618 
Market street, Philadelphia, Pa., has issued 
a new and most complete catalogue cover- 


ing a full range of supplies for displaymen, ° 


artists, sign writers, and decorators. <A 
copy will be sent on request to the firm. 
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Dramatize your Displays 


Vata We J (->-4] 0) (=) 


BTetatilate 


BIRDSEYE 





REFLECTOR LAMPS 


Instde-Silvered Self-Reflecting 





Swivel Base 
Swivel bellows integral 
with lamp or as separate 
unit permits instant di- 
rection of the beam by a 
touch of the hand. 


INTENSIFYING SPOTLITE 


with 


Swivel Base 





Intensifying Spotlite 
High intensity with a 
moderate spread of light. 
Made in frosted and in 
a full range of colors. 








Diffuser with Swivel Base 
Moderate concentration 
insuring ample spread of 
brilliant illumination. 


_ Gentlemen: 


Reg. U.S. Pat. Off. 
Birdseye Electric Company, 
100 East 42nd St., N. Y.C. 


COMPLETE FLEXIBILITY. Whatever display technique you use, 
you can instantly and dramatically illuminate the setting without 
auxiliary equipment of any kind. Birdseye’s combination of lamp 
and inside-silvered reflecting surface throws a flood of controlled 
light that may be changed for each new display merely by “bending” 
the Swivel Base. 


MORE LIGHT ON THE MERCHANDISE. Control of light at its 
source cuts sidewalk spillage and ceiling loss and eliminates absorp- 
tion of light by dirty or surface-worn external reflectors. Levels of 
illumination on the merchandise are substantially increased with- 


out added current costs. 


COLORED REFLECTOR LAMPS. The Intensifying Spotlite is 
made in a wide range of theatrical colors by a process that literally 
fuses the color into the glass. You obtain a flood of arresting hues 
without gelatines, rondels or filters. 


PRICES ARE LOW. Birdseye Reflector Lamps frequently cost less 
than the lamps they replace, for it is often possible to use a Birdseye 
Lamp of lower wattage—yet secure equal or better lighting levels on 
the display. Send the coupon for proof that these remarkable lamps 
can help you create truly dramatic and attention-compelling displays. 






Factory: Gloucester. Mass. 
Oe NEE GD ae I ae mE wt NN a emer 








Name. 
Street. 





How can Birdseye Reflector Lamps help me dramatize my merchandise displays? 
Firm | 
City State 
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The Script Card 


The real purpose of the display card in 
merchandising is to help sell—to create in 
the beholder a distinct desire to possess the 
particular article displayed. The card must 
be an auxiliary factor to the general display 
and not intrude upon one’s notice by its 
obvious artistry or design, thus focusing at- 
tention on the card itself rather than on the 
merchandise, to the detriment of the latter. 
The show card must be readable. A card 
that is illegible or even difficult to read has 
no place in the modern merchandise window, 
nor upon the counter within the store. 

Style of design and lettering in writing 
a card are merely a matter of personal taste 
and judgment. There are literally hundreds 
of styles of lettering that can be used, most 
of them good: Romans, Gothics, script, Old 
English (in season). The cardwriter should 
adopt a style that in his opinion is best 
suited to his store’s type of display. 

Naturally the selected style must be in 
accord with the principles of good design. 
It must have balance, rhythm, harmony. 
Some one thing must stand out, with the 
balance of the copy matter being subordi- 
nated to the outstanding feature. 


By LEROY BICKNELL 
Mabley & Carew Company, Cincinnati 


Price is important. Many firms are sub- 
duing this particular factor, which may be 
all right for some purposes such as an 
effect of exclusiveness and dignity, but as 
a rule the price—if used at all—should be 
a dominant factor. 

The style of lettering shown on the cards 
in the accompanying illustration is the mod- 
ern, popular uniform-thickness script. This 
form of card writing has a number of ad- 
vantages. It is easy to read, is very elas- 
tic, and lends itself well to any type of mer- 
chandise display. 

And here, also, enters the factor of speed, 
which certainly deserves attention. This type 
of letter is “fast,” that is, cards can be 


—The group of cards illustrated below 
is lettered in dignified script in black on 
cream-colored stock. This type of letter- 
ing is especially suited for use in connec- 
tion with the display of formal wear, the 
simplicity and austerity of the card typi- 
fying the nature of the merchandise. The 
script used permits of individualistic treat- 
ment and variations in letter forms— 


written rapidly. Furthermore, the ingenious 
card writer can soon learn to execute cards 
of this nature without first making a layout, 
A slight unevenness of lining up at the top 
or the bottom enhances, rather than detracts 
from, the general appearance. 

A judicious, but sparing, use of italics is 
permissible, but capitals should be used sel- 
dom or never. 

This script permits of individualistic treat- 
ment and variations in letter forms. No 
hard and fast rules govern its construction, 
as it is a modern development and does not 
depend on an old standard of form such as 
Roman and Old English letters must neces- 
sarily follow. 

The versatility of the lettering is apparent 
when it is considered that it is equally at 
home on a card exploiting men’s formal 
wear or evening wear for women. Both 
types of card are shown in the photograph. 
The quiet dignity of the black lettering on 
cream-colored stock is eminently suitable for 
this form of merchandise. Each card in this 
group had a narrow stripe of light blue down 
one side and across the top to relieve the 
austerity of the black. 
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New Model Cutawl 
Introduced 


A low priced*“Cutawl” has been developed 
by International Register Company, 15 
South Throop street, Chicago, IIl., to meet 
the need of sign shops, department stores, 
and theatres which do not have a sufficient 
volume of cutout work to justify the pur- 
chase of a standard cutting unit. 

The new model retains the popular ball- 
bearing swivel and other features such as 
the Universal motor drive and automatic 
lubrication. In keeping with the modern 
trend the machine is speed-lined. 

The new model is an addition to the line 
and does not supersede any previous models. 
The single cutting speed of approximately 
2300 strokes per minute insures fast, clean, 
accurate cutting. The ys-inch stroke is not 
adjustable. However, by regulating the set- 
ting of the chisel and using the proper chisel, 
two layers of wallboard, %-inch plywood, 
and corresponding thicknesses of other ma- 
terials can be cut at one time. 

Vibration and noise are practically elim- 
inated through the use of counterbalanced 
parts accurately machined. A light located 
in the frame provides adequate illumination. 
A non-slip rubber V-belt is used to drive 
the machine. All rotating parts are carried 
in ball bearings. Other moving parts travel 
in special aluminum bronze bushings. 

The new “Cutawl” weighs 8% pounds. The 
light weight and small size of the machine 
permit the making of large cutouts at the 
point of use. 

Distribution will be through 
dealers located in principal cities. 


“Cutawl” 





"Lamiluxe'’ Demonstrated 


at Exhibit 


In an extensive demonstration of the 
translucent material called “Lamiluxe,” the 
Rhinelander Paper Company, Rhinelander, 
Wis., held an exhibit at the Hotel New 
Yorker, New York City, January 18 to 21 
with the cooperation of the firm’s distribu- 
tors, Coy, Disbrow & Co., Inc., New York 
City, assisted by direct office representatives 
located in the same city. 

Maynard Dowell, president, Letterite Com- 
pany, Inc., Chicago, II1., field representatives 
for “Lamiluxe,” was in direct charge of the 
New York exhibit, as well as others held in 
Philadelphia, Boston, St. Louis, Minneapo- 
lis, Detroit, Milwaukee, Kansas City, and 
other cities in the exh bit’s itinerary. 





Canton Club Elects 
Officers for '38 


The Canton (Ohio) Display Club held its 
first meeting of the new year on January 12 
at the Belden hotel. After a brief discussion 
of plans for 1938 the following officers were 
elected: Kenneth Hildreth, Stern & Mann 
Company, president; John Jackson, Stark 
Dry Goods Company, vice-president; Leo 
Pence, The Harvard Clothing Company, sec- 
retary-treasurer. Ralph B. Strawn is the 
retiring president. 

In future, meetings of the club will be held 
every two weeks, with some form of enter- 


tainment being featured at most of the ses- 
sions, 
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Automatic Tacker. 


terruptions cand delays. 


5041 Ravenswood Ave. 











INDER ONE 


ET your displays up earlier — make 
them neater, more attractive, 
effective — with the Kling-Tite One-Hand 


more 


Used in combination with genuine Kling- 
Tite Tackpoints, this modern display device 
insures smoother operation with fewer in- 


A. L. HANSEN MFG. CO. 


CHICAGO 


HANSEN 
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NATION-WIDE DISTRIBUTION 


In 44 metropolitan areas in the 
United States and Canada are 
located authorized Kling-Tite and 
Hansco distributors — with com- 
plete stocks for convenient serv- 
ice and supply. 


by Hansen 


The Kling-Tite and 
Hansco registered 
trade.- marks . pic- 
tured above ap- 
pear on genuine 
Kling - Tite and 
Hansco boxes as 
a protection to 
buyer and user. 


ASK FOR 








ESTABLISHED 1920—REPUTABLE — Dé PENDABLE 


MILEO 


MANNEQUINS 


chosen by the better stores 
FACES of distinction; natural, charm- 
ing, sophisticated. 


FIGURES, CORRECTLY PROPOR- 
TIONED to display all new dress and 
coat styles. 


In standing and flexible effects, in- 
cluding the new “action” poses. 


Write for photographs 


7 West 36th St. Mi von 














IMPORTED DOMESTIC 


CORDUROYS 
VELVETEENS 


RAKO SEAL 


A NEW LUSTROUS PLUSH 
AT AN UNUSUAL PRICE 


Specializing Exclusively in These Fabrics 
Wholesale Only—No Cuts 


J. C. SIEGELMAN CO., Inc. 


11 EAST 22ND ST. NEW YORK, N. Y. 














« « « When Writing Advertisers Please Mention DISPLAY WORLD » » » 
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Display Will Be Featured 
In fJunkist °38 Program 


By W. B. GEISSINGER, Advertising Manager 


California Fruit Growers Exchange, Los Angeles 


Recognizing that display advertising at the 
point-of-sale is the final connecting link be- 
tween national advertiser and buyer, Sun- 
kist has long made such advertising material 
an integral part of its year-’round campaign 
to sell oranges, lemons, and grapefru't. 

For the 1937-38 season, approximately one- 
fifth, or $330,000, of an estimated advertising 
appropriation of $1,650,000 will be devoted to 
display advertising and other forms of trade 
work such as direct mail and dealer service. 

Emphasis will be placed on outstand_ng 
design and durability. This year for the 
first time Sunkist will offer retailers a com- 
plete permanent display service in the form 
of valances and especially designed pieces 
for windows, store fronts, doors, and foun- 
tain backbars. 

These permanent displays are transparen- 
cies of plastic cellulose. Lithographed in 
several colors, they take on beauty when ap- 
plied to glass and subjected to changing 
light. 

Distribution of these transparencies will 
be restricted to Sunkist district office cities 
in the eastern and central divisions during 
the season now opening. -Installation will 
be allocated to each city and each division 
in proportion to Sunkist sales. This means 
approximately the following placement: At- 
lantic Division, 45 per cent; Eastern Di- 
vision, 14 per cent; Central Division, 41 per 
cent. 

The material has been made generally ac- 
ceptable by designing it for specific store 
departments. According to the merchant’s 
choice, privilege panels feature “Prescrip- 


EASIER T M 





unkist 


SEEDLESS - RICHEST JUICE - FINER FLAVOR 





tions,” “Certified Fountain,” or “Luncheon- 
ette,’ when destined for soda fountain loca- 
tions. Fresh fruit dealers may have a selec- 
tion from designs headlining “Groceries,” 
“Fruit and Vegetables,” or “Meats.” 

Another form of permanent display ordered 
for use during the new year is metal signs. 
Sunkist has ordered 5,500 signs of 20-gauge 
metal, size 41 by- 16 inches, to be litho- 
graphed in light colors with the legend, 
“Fru:t and Vegetable Department—Sunkist 
Oranges and Lemons.” The design is iden- 
tical with that of one of the transparencies. 
Five thousand signs will be lithographed on 
both sides so that they may be read from 
either direction as they hang from the ceil- 
‘ng. The balance will carry the design on 
one side only, for wall hanging. 

Adoption of this permanent display pro- 
gram will in no way lessen the seasonal 
display activities of Sunkist. 


gs 


Always BETTER 
VAIN GS 


Naturally, the purpose for which any spe- 
cific display mater al is intended has much 
to do with the selection of design and copy, 
as well as material investment. Permanent 
displays of the Sunkist type must be accept- 
able the year around. They are, of necessity, 
reminder advertising, offering little oppor- 
tunity for close coordination with seasonal 
campaigns. Sunkist oranges and lemons are 
sold twelve months in the year, but the 
orange crop is divided into two varieties. 
The Navels, or winter variety, have their 
superior points which are advertised when 
they are in season to distinguish them from 
competitive fruit. Sales problems with 
Valencias, the summer variety, are a differ- 
ent story, and advertising support is varied 
accordingly. The many uses of lemons shift 
importance with the seasons, a fact which 
must be taken into account in planning sales 
support. 

Seasonal display material has been an im- 
portant factor in thirty years of continuous 
Sunkist advertising. 

For auxiliary use with displays of Sunkist 
fruit three outstanding sets of material have 
been designed and are now in production. 
The first, a Navel orange display set, will 
be ready immediately after the holidays. 
Thirty thousand sets have been ordered. 

The other two sets have Valencia oranges 
and cold lemonade as subjects. These will 
be available for timely promotions in the 
spring, when Valencias come into the mar- 
ket, and in summer, when cold lemonade 
promotions are in order. 

All three sets have been designed for 
three-way use, as pennants, window flyers, 
or for wall display. Each has a center 
piece rectangular in shape, 16% by 40 inches, 
and two end pieces 16 by 20 inches. They 
can be folded in the middle and suspended 
on wire, or cut in two and used singly. 


—Examples of Sunkist point-of-sale advertis- 
ing for tne 1938 season— 
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New Department Added 
By Upson Company 

The Upson Company, Lockport, N. Y., has 
announced the organization of a new depart- 
ment in the firm’s “Rediprep” division, to 
be known as the “Display Service Bureau.” 
According to C. A. Upson, president, the new 
department will make possible a closer co- 
operation between the manufacturer and dis- 
playman, as well as giving the latter a more 
highly skilled counsel than was heretofore 
available. The service bureau will concern 
itseli entirely with the problems confronting 
displaymen, and those of national advertis- 
ers who are interested in producing quality 
displays at a cost permitting volume distri- 
bution. 

The company emphasizes the fact that it 
is not “in the display business.” The firm 
does not build complete displays in com- 
petition with display manufacturers, but de- 
sires to cooperate with such manufacturers 
and with the qualified representatives of na- 
tional advertisers in designing displays for 
quantity production. 

Ralph L. Wintersteen, who has been with 
The Upson Company for several years as as- 
sistant sales manager of the Rediprep divi- 
sion, has been appointed field manager of the 
new display service bureau. 





Innovation in Sound, Motion 
and Color Display Device 

Jules Strauss & Co., 1775 Broadway, New 
York City, has been appointed national sales 
agents for “Tel-Ad-Vision,” a new device 
developed in a prominent radio laboratory 
in the East. The unit shows fourteen 14-by- 
17-inch display messages in sequence, ac- 
companied by appropriate music or sales 
talks. The sound is operated by the spec- 
tator when he interrupts a beam from a 
photo-electric cell. 





Spencer Architex Company 
Formed in N. Y. C. 


Spencer Products Company and Architex 
Display Products have announced. the for- 
mation of the Spencer Architex Products 
Corporation, with headquarters at 26 West 
Forty-seventh street, New York City, where 
a new spring and summer line is on view. 
Walter S. Enoch and Sandor Barthas are 
the members of the firm. 





Siegel Representative 
Returns to Paris 

Marcel Mirgodin, art director, Mannequin 
Siegel, Paris, sailed on the “Champlain” 
February 4 for France after several weeks 
in New York City, where he studied the 
display methods of this country. He is plan- 
ning a number of new creations for Siegel 
based on impressions obtained from his 
visit to the United States. Siegel figures 
are on display in New York City at the 
office of Hans Roedelheimer, 347 Fifth ave- 
nue, 





W. B. Hooper Joins 
Tuttle & Clark 


_Formerly display manager for the Ernst 
Kern Company, Detroit, Mich. W. B. 
Hooper has joined the Tuttle & Clark Com- 
Pany, of the same city, where he will direct 
display. 
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Grass Mats 


Put the Breath 
of Spring 
into 








If you want natural settings for 
your Spring displays, you can 
arrange them easily and_ eco- 
nomically with Hamburg Grass 
Mats. Made of close-crop grass 
of luxuriant texture—fast color— 


HAMBURG FLORAL MFG. CO., INC. 


LARGEST AMERICAN MANUFACTURER OF GRASS MATS 


YOUR SHOW WINDOWS 


American made. Two grades— 


32 and 56 row. 


Immediate shipments from stock. 
Order Hamburg Grass Mats from 
your local Display Equipment 
House. 


HAMBURG, NEW YORK 








competition. 


Write today for FREE sample copy. 





for the thousands of exhibitors who will participate in coming exhibitions. 
in selling them depends upon your knowledge of these events long enough in advance. 


. additional lists will follow every month. This 
is the service that enables so many progressive 
display men and booth builders to spot their 
“naturals” six months to two years ahead 


The price is low—only $15 for an entire year. 


WORLD CONVENTION DATE 


More Exhibits --- More Exhibitors 
BIGGER DISPLAYS! 


Effective booth decorations, convincing posters and displays are on the “must” list 


Success 


Current issues of WORLD CONVENTION DATES will start you off with a record 
of 7,000 important coming events which are now definitely scheduled for future dates 


of 





Published Monthly by 
The HENDRICKSON PUBLISHING CO.. Inc. 
330 West 42nd Street, New York 













What MOTION ? 
what speed 

WRITE us your display anima- 
tion problem. State what motion 
_you want and we will tell you 
which standard SpeedWay “Flea 
Power’’ Motor and which SpeedWay 
motion Mechanism will give it 
most effectiveness—and still be the 
most economical for you. 
Complete line of dependable Back- 
geared motors Turntables, and Mech- 
anisms developed for 

PLAY ANIMATION. 


Write for New Catalog Sheets! 


SpeedWay Mfg. Co. 
1839 S. 52nd Ave. CICERO, ILL. 











eS MOULDINes 


We manufacture over 150 shapes in metal 
covered and solid metal mouldings. Bright 
and satin chrome, copper, brass, bronze, 
plated or solid, aluminum, stainless steel; 
Special orders produced quickly. 
We also manufacture’ perfectly mitred 
FRAMES. 


Send for New 1938 Catalog No. 12 


AMES METAL MOULDING CO., Inc. 


Manufacturers of Mouldings & Frames 
225-229 East 144th St. New York, N. Y. 
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MARTIN'S 


MODE RTL 


IDEAS 


The Books Thousands 
of Professionals 
are Using 





The books that 
\ are lifting busy 
\\ cardmen, display 
SS Managers ond Students 
out of the rut.. 


Martin 

\ has picked the 
~ cream of the 
IDEA CROP 
hor MOU... .. 


Every week you operate 
without this help costs 
you more than the price 
of the books...... 


ORDER YOURS 
TODAY 


Put Martin to 
work For you.. 


MaRTIN, 


LOT ar latelowt —ilelalor-' 













DISPLAY WORLD 


FEBRUARY, 1938 





A tall shaft of pure white which was 
erected in honor of George Washington in 
the city of Washington, D. C., will be seen 
long before the displayman will see any 
other sign of the city as he nears the end 
of his journey to the forty-first I. A. D. M. 
convention this June. This beautiful shaft 
of masonry is 55 feet square at the base and 
34 feet square at the top. The monument to 
the first president of the United States, 
whose birthday we soon celebrate, is 555 feet 
high, and is the loftiest work of masonry in 
the world. The walls are 15 feet thick at the 
base and 18 inches thick at the summit of 
the shaft. Displaymen attending the 1938 
convention can climb, inside the monument, 
a stairway of 900 steps, or if they prefer, 
they can go by elevator. The interior of the 
monument is most interesting with memorial 
stones contributed by forty different states, 
sixteen countries, and numerous organiza- 
tions. At the height of 504 feet the walls 
are pierced by eight openings, two on a side, 
from which an extensive: view can be had 
of the city with its parks, statues, and public 
buildings. Displaymen with good eyesight 
may look far to the west and see the misty 
Blue Ridge mountains of Virginia. Unlike 
some public works of late, it may be said 
that this great display of stone is worthy of 
the people, the place, and the subject. Dis- 
playmen who haven’t seen this man-made 
display against the blue sky at our national 
capital have a great treat in store for them, 
as well as a great educational display con- 
gress under the able leadership of the Na- 
tional Capital Display Club. Plan to attend 
now! 





If you are looking for a good June bride 
background setting see the musical show 
“Rosalie” at your local theatre and watch 
closely for the wedding scene. You may 
have to see it twice to drink in all the 
candles, because it unwinds rapidly, due, per- 
haps, to Nelson Eddy being nervous—most 
bridegrooms are! 





Movie reviewers are loud in their praise 
for Walt Disney’s greatest display thus far. 
One writer gives it six A’s, eleven stars, 
eight: bells, a dozen full moons and three or 
four Haley’s comets. The displayman will 
feast on a wonderful display of color the 
night he sees “Snow White.” Nearly 8,000 
feet of technicolor is used in presenting 
this familiar fairy tale, plus Walt Disney’s 
touch of genius and pathos. One of the 
dwarfs named Dopey perhaps will become as 
famous as Mickey Mouse or Donald Duck. 
To prove this display has color and that 
Disney used plenty of it, we only have to 
bring out that 85 gallons of paint were used 
in the making of the picture. Figuring half 
a gallon to an average window, a displayman 
could paint 170 windows with the same 
amount, and for brilliant color this battery 
of displays perhaps would be the most beau- 
tiful in the world, if the colors were mixed 
like those in the picture. 


The winners of the I. A. D. M. nation- 
wide Christmas promotion for 1937 have now 
been made known, but the town of Du Quoin, 
Ill., should be given some prize by the judges, 
whoever they may be. It seems this town of 
Du Quoin had some very effective Christmas 
decorations, because the engineer on a crack 
Florida-bound special looked out the window 
of his cab as they were approaching the 
main street crossing of the town (as it was 
his usual custom to coast through at about 
sixty), and couldn’t believe his eyes as he 
saw a red light ahead. Quick as lightning 
he threw on the brakes, released the sand, 
and came to an abrupt stop. The train crew 
were as much surprised as the passengers 
when they discovered the red light to be part 
of the town’s Christmas decorations. It was 
quickly changed to green, and the Florida 
special roared on down the track. The en- 
gineer reports his hottest run to Florida, and 
I am leaving it for you to decide about Du 
Quoin having the hottest street decorations, 
The judges certainly can’t overlook this 
“stopping power” in display; give Du Quoin 
a prize! 





The two biggest factors in determining 
how much to appropriate for display are— 
(1) How much do you want to sell; (2) how 
soon do you want to sell it? 





Thousands of words could be written 
about displaymen winning prize contests, and 
nearly every issue of DISPLAY WORLD 
tells of one or more displaymen winning 
awards, but the most inspiring incident in 
prize winning occurred late last summer 
after the winners of the Palm Beach neck- 
wear contest were announced. I was hurry- 
ing to a boxing show and Leo Ball, display 
manager at the Max Adler Clothing Store, 
South Bend, stopped me on the street and 
hurriedly pulled a check out of his pocket. 
It was for $75, and the letter attached told 
of his window being awarded fifth prize in 
the Palm Beach contest. I immediately con- 
gratulated Leo, but before I finished he had 
pulled another letter out and poked it up 
under my eyes saying: “I’m more proud of 
this than I am the check!” The familiar 
handwriting I instantly recognized as I read 
these words: “Congratulations on your suc- 
cess in the Palm Beach window contest. 
More power to you. Sincerely, Clement Kief- 
fer, Jr.” The first thing that flashed through 
my mind was that—and I know you are 
thinking the same thing right now—Kieffer 
had won first prize. No, my friends, Clem 
placed eighth in the contest. The important 
thing here is that Clem Kieffer is that kind 
of a displayman—a true sportsman, congrat- 
ulating the boys who beat him. This sort 
of sportsmanship in the display field is rare 
indeed! Let this be a lesson to us all, and 
in the future instead of howling like a hun- 
gry wolf about the poor judges in the next 
contest, if we lose let’s sit down and write 
a note congratulating the winners, as Clem 
Kieffer did! The display profession needs 
more men like Clem. 





FEB 


Nev 
Plac 


oper 
rent 


Gea 
Chic 
pout 
has 
stop 
the 


"Le 
is T 


teri! 
pila 
Let! 
Con 
Nev 
sent 
boo 
spir 
are 

fam 
thre 
exo 
teri 
wor 


Sch 
Tak 


inst 
faci 
lars 
Yor 
sub 
disy 
car 


Gle 
Dev 





on- 
OW 
in, 
Ze, 
of 
nas 
ick 
ow 
the 
vas 
out 

he 
ing 
nd, 
ew 
ers 
art 
vas 
ida 
“n- 
nd 
Du 
ns. 
his 
in 


od 





FEBRUARY, 1938 


New Motion Mechanism 


Placed On Market 

A compact new revolving mechanism to 
operate on either alternating or direct cur- 
rent has been announced by Merkle-Korff 





Gear Company, 211 North Morgan street, 
Chicago, Ill. The unit has a capacity of 75 
pounds of balanced load. The mechanism 
has a friction top which enables it to be 
stopped while in motion without damage to 
the gearing. 





"Letters and Lettering" 
is Title of New Book 

Paul Carlyle and Guy Oring, practical let- 
tering artists, have cooperated in the com- 
pilation of a new book entitled “Letters and 
Lettering,” published by McGraw-Hill Book 
Company, Inc., 330 West Forty-second street, 
New York City. The text and alphabets pre- 
sented are very capably handled and the 
book should prove a ready source of in- 
spiration to the cardwriter. Types of letter 
are grouped in “families,” ranging from the 
familiar upper and lower case alphabets 
through the old-fashioned or baroque styles, 
exotic designs, scripts, and “expressive” let- 
tering. The volume of 128 pages is well 
worth a place in the cardwriter’s files. 





School of Display Arts 
Takes Larger Quarters 

The Broadway School, well known as an 
institute of display arts, has expanded its 
facilities and is now located at new and 
larger quarters at 119 West 57th street, New 
York City. A well rounded selection of 
subjects is now taught and includes window 
display, advertising art, lettering, and show 
card writing. 


Glass Etching Solutions 
Developed by Westinghouse 

The Westinghouse Electric & Manufactur- 
ing Company, East Pittsburgh, Pa., has an- 
nounced the development of three etching 
solutions and pastes for use on glass. One, 
applied with a rubber stamp, produces per- 
manent white markings on glass. Another 
produces a fine-grained white satin frost on 
any type. of glass in a few seconds. The 
application of the solutions to glass for dis- 
play purposes has many interesting possi- 
bilities. 





Blossom Panorama 
Introduced 

Nalco, Inc., 116 East Twenty-seventh 
street, New York City, has brought out a 
“Blossom Panorama” on four-ply flexible 
Paper board for spring and. summer display 
use. The design portrays an orchard in full 
blossom, using a four color and white com- 
bination in crayon effect. The design is 
continuous along the length of the roll. 
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COPYRIGHT 1938 NALCO, Inc. 116 EAST 27th STREET, NEW YORK, N. Y. 


60 inches high, 15 feet long in roll form. Made on a strong grade of 4 Ply Flexible Paper 
Board. Scenic Orchard in full blossom, four colors and white multi-color combination. 
Crayon effect, executed in fade-resistant colors. Colored illustration on request. 


NALCO’s latest back-ground for Spring and Summer Sales Promotion Displays. 


Price: $4.50 per roll (West Coast & Canada higher) 














SOLD THROUGH AUTHORIZED DISTRIBUTORS 











for HOSIERY and SHOES 


Rubberlite forms have proven themselves the most eco- 
nomical display obtainable—smartly designed and prac- 
tical. A complete line is available for immediate delivery. 
Consult your jobber, or write, 


RUBBER PRODUCTS, INC. 


529 S. JEFFERSON ST. - - - - CHICAGO, U.S. A. 






















ask Your sopper | PpaeeoowenTo vor" 


for the new 


“PK” SPRING CATALOGUE 


Attractive die-cut corrugated 
designs in continuous rolls. 


IN ANIMATED DISPLAYS 


More power in less space with Flexo- 
Action geared motors. Almost any 
speed. Quiet, ical, depend 
able. For quality displays. AC-DC. 


Or write direct. REVOLVING MECHANISMS 
Seven superior models for carrying 


DIS-PLAY-WELL, Inc. . 7 30 to 1000 Ib. revolving displays. 
22 E, 22nd Street - - New York,N. Y.| [ie @@eKORFF GEAR CO, 


See ecaaten Seay: ~_ TRY ae, F YakK@CiaamviorganStreet Chicago, Ill. 
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CORN FLAS TERS 





CORN PLASTER 
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Doint=-of-sale Gallery 


—The "Dancing Girl" of 
the Baver & Black display 
goes into motion at the 
slightest touch, for she is 
suspended on a_ steel 
spring. The tie-in with the 
copy is excellent. The coun- 
ter merchandiser is made 
entirely of metal, litho- 
graphed in five colors... . 
One of these displays, in- 
cidentally, was part of a 
consignment en route to 
Auckland, N. Z., aboard 
the ill-fated "Samoan Clip- 
per" which plunged flam- 
ing into the sea just off 
Pago Pago, Samoa, on 
January II, carrying all 
members of the crew to 
death— 


—A "point-of-sale" display dramatizing the services offered mem- 

bers by an organization is shown in the illustration below, designed 

by Edward Fitzgerald, New York City, for the Cleveland convention 
of the Memorial Craftsmen of America— 
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of National Displays 


—A. W. Johns, advertising manager, and Vertner Smith, general 

sales manager, Brown-Forman Distillery Company, Louisville, Ky., 

join Walter Jay Stephens, Stemar Displays Company, Chicago, 

in looking over a group of displays designed to stimulate the sale 

of “Bottoms Up" and "King of Kentucky" during the summer 
months of 1938. Displays by Stemar— 





—A die-cut display fea- 
tures a large blow-up of 
the product package in 
this sales aid for Klenzo 
antiseptic. The copy, "Dis- 
cover why dentists use this 
mouth wash by the gallon!" 
is direct and very much to 
the point. Designed by 
the United Drug Company 
and lithographed in color 
by The Forbes Lithograph 
Company, Boston, Mass.— 


—The lithographed gentle- 
man on this large display 
card holds an actual copy 
of the Saturday Evening 
Post, opened to a feature 
article or story. The dis- 
play is a _ powerful re- 
minder to a retailer's cus- 
tomers to purchase the S. 
E. P. each week—and the 
display is changed with 
each issue of the maga- 
zine. Created and pro- 
duced in full color by 
Forbes— 





aR jie gee eo oe 





—Also by Forbes, this at- 
tractive and dominant win- 
dow display for Alka- 
Seltzer is appearing cur- 
rently in retail outlets for 
Miles Laboratories, Inc. The 
young lady on the center 
panel appears also on the 
display baskets that can 
be used in the windows or 
on store counters, while the 
side cards carry cartoons 
reminiscent of Alka-Seltzer's 
car card advertising— 
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Mouldings by 
BERLIN assure 
you of superla- 
tive quality from 
wood core to lac- 
quer or foil finish. 
Enlarged line in- 
cludes complete 
range, Gold, Silver, 
Copper Foil, Bright and 
satin finish. New Pyrox- 
olin colors meet every 
requirement of the trade. 
Circulars & Prices on request. 
Dealers write for discounts. 











IRBECO 





CHROME MOULDINGS 


An Irving Berlin Product 
The tops in moulding quality. A 
chrome finish moulding that holds 
its lustre. All mouldings can be had 
to your specifications. LOOK for our 
New Line of Hollows and Snap-Ons. 


Our No. 606 
Per 100 Ft. 
4%” $4.00 


Fo. 4" ---.-$5.00 
es fh alll $6.00 


The first thought for Artists’ and Sign Writers’ Su 
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CARDCRAFTS 


Presents 


--e SHOW CARD BOARD 
SIGN BOARD |. 
DISPLAY BOARD 


With a fine surface finish that meets 
every requirement of ARTISTS, SIGN 
PAINTERS and SCREEN PROCESSORS. 


CARDCRAFT BOARDS 
eAbsorb Colors Perfectly 
eAssure Perfect Registration 
eCost No More 

24 Brilliant Colors 8 ply to 28 ply 


WHITE PROCESS BOARD 


8 to 28 ply and Heavier 
— and — 
CARDCRAFT DE LUXE is an Illustration 
Board that once tried, is always used 
thereafter. 








WRITE for Samples and Color Cards 
mentioning Your Dealer's Name 











Distributors Write Now 


Cardcrafts, Inc. 


115-117 Wooster St. New York City 
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Gestrine Becomes President 
Of Chicago Club 


At a meeting of the Chicago Display Club 
on January 24, Carl Gestrine, Butler Broth- 
ers, was elected president of the organiza- 
tion, succeeding Robert O. Johnson, Com- 
monwealth Edison Company, who has held 
the office for the past three years. Other 
officers elected were: Ollie James, Wie- 
boldt’s (Evanston), and R. R. Jericho, Bos- 
ton Store, vice-president; L. J. Dwiggins, 
Reyburn Manufacturing Company, secretary- 
treasurer. 

The board of directors for the coming 
year is composed of E. J. (“Jim”) Berg, Ray 
Schools; Paul Wertz, The Fair; Howard 
Oehler, Wieboldt’s; Allen Kagey, Crystal 
Fixture Company; Ferrell Mason, and 
Harry Mich. 

Visitors to the meeting included Syl C. 
Rieser, executive secretary, International 
Association of Display Men, and Arthur 
Meyer, president, St. Louis Display Club, 
both of St. Louis; Nathan Silverblatt, DIS- 
PLAY WORLD, Cincinnati, and several dis- 
playmen from various stores of the Central 
States Stores. The latter had previously at- 
tended a meeting at which the display prob- 
lems of their particular group were discussed. 





Edward Basker is Elected 
President of N. |. D. M. A. 


At the January meeting of the Northern 
Indiana Display Men’s Association, held at 
the Oliver hotel, South Bend, Ind., Edward 
J. Basker, Ellsworth’s Department Store, 
was elected to the presidency for 1938. He 
will be assisted by Marvin Anderson, dis- 
play-advertising manager, The Star Store, as 
vice-president. Harold Smith was reelected 
secretary-treasurer. 

Committees have been appointed to com- 
plete plans for the fifth annual banquet of 
the association, to be held at the Oliver 
hotel May 2. Frank G. Bingham, Robertson 
Brothers, was again named general chair- 
man. He will be assisted by: M. C. Altman 
and William J. Nuetzman, publicity; L. G. 
Harris, H. A. Smith, C. E. Culp, Elkkart, 
Ind.; Paul J. Busalski, Laporte, Ind., and 
William Cook. 





1. A. D. M. Christmas Promotion 
Won By Dick Staines 


Richard A. Staines, Vandever Dry Goods 
Company, Tulsa, Okla., has been named win- 
ner of “an award of achievement” by the 
International Association of Display Men in 
connection with the organization’s special 
Christmas promotion for better exterior dec- 
oration. First prize for cities went to the 
Retail Merchants Association, Tulsa, with 
a second place award to The Associated 
Retailers, Sioux City, Iowa. Honorable 
mention was given to The Associated Retail- 
ers, Sioux Falls, South Dakota, and The 
Chamber of Commerce, Sandusky, Ohio. 





Gordon-Lacey Company 
Changes Location 

The Gordon-Lacey Chemical Products 
Company, manufacturer of adhesives, has 
taken new and larger quarters at 195 Chrys- 
tie street, New York City. 
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NEW SPRING 
SHADES IN 
FABRICS 





T @ Crashes 
r | @Pearl Beach Cloth 
| @ Grasstex 

@Pebble Cloth 


MAHARAM @ Lattice Pliofilm 
CAN FILL @Sand and Gravel Cloth 
EVERY @ Satins @ Brocades 
DISPLAY @Velours @ Reps 
NEED Accessories 
@ Chromflex 
@Die Cut Letters 
Samples @ Mouldings 
and Prices @Anchors, Steering Wheels, 
aia and Life Preservers 
@Corrugated Papers 
Request eGrass Mats 


@Compress Sisal 


FABRIC CORPORATIC On. 


NEW YORK—130 WEST 46TH STREET 
Chicago—6 East Lake Street 
St. Louis (DeSoto Hotel) 











LIGHT! | ACTION! MOTION! 

the New “Goodman Ace” 

ILLUMINATED DISPLAYER 
for window and show room display. 
Features: Will rotate, illuminate, and 
give flawless reception in your Radio 
Department, ready for connection into 
any A. C. socket. . . . Can also be 
skirted with concealed lights to illum- 
inate the display of any type of mer- 
chandise. Base and removable plat- 
form 16” diameter, overall height 8”. 
Larger platforms or superstructures of 
your own can be mounted easily. 
Factory Tested 
and Guaranteed 








No. Load 

1—Ace .. 100 Ib. 
Price $18.00 

2—Ace .. 125 Ib. 
Price $20.00 

Pit a mp 3—Ace .. 150 Ib. 
Comigot Price $23.00 

Created and developed Complete with 

by E. E. Goodman. 16” Disc 


FREE! Special Introductory Offer! Genuine 
lamiluxe message band on which advertising 
message can be placed and _ illuminated. 
Goodman Rotary Display Specialties 
Division of 
Goodman’s Flexible Sleeve Form Co., Mfrs. 
of the famous Goodman Patent Sleeve Form 
for men’s. boys’, and women’s wear display. 
19 W. th St., New York, N. Y. 
“The Sleeve Form of a Hundred Shapes” 
New Mystery Motion Displayer—Complete, $25.00 


“MODEL YOUR MERCHANDISE WITH 
«<AVGOL UACUO--NOIHSVAI NVWOH NI 








“Serving the Display Profession” 
Distinctive Display Equipment and Novelties 


NAT SIEGEL 


39 W. 37th St. New York City 
Bet. 5th and 6th Ave. Phone Wi 7-8485 








ePlease Mention DISPLAY WORLD 
When Writing Advertisers 
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Put m-o-t-i-o-n before the public and watch ‘em STOP 
AND LOOK. Rotary Motion Displays are ‘absolutely 
necessary where you want to display all sides of your 
article . . . for limited space to show many things, all 
in constant motion. Action puts life into all kinds of 
merchandise, with the Rotary Motion base you can 
build up all kinds of interesting, attention attracting 
advertising displays ‘. 


ROTARY MOTIV 


128 LINDEN AVE. 


E COMPANY 
JERSEY CITY. N: J. 


WINDOW DISPLAY 
MATERIAL 


BECKER SIGN SUPPLY CO. 
314 N. Eutaw St. Baltimore, Md. 






























CUT-OUT LETTERS for DISPLAY WORK 


3/32 to 1 inch or more in thickness 
IN MANY BEAUTIFUL FINISHES 


‘Kr. ¥1}> More Beautiful 
N and Less Expen 
sive than Hand 
COMPANY Cut Letters. 
Write for Samples and Price List 


Display & Sign Materials 
BRIDGEPORT, CONNECTICUT 








@FIXTURES §@MANNEQUINS 
@FORMS @NOVELTIES 


SEGALL & SONS 


923 ARCH STREET PHILADELPHIA 
We Invite Your Inquiries 














ARE YOU INTERESTED IN A BETTER JOB? 
LEARN THE DISPLAY ARTS 

Expert Instruction in WINDOW DISPLAY, DESIGN 

& CONSTRUCTION, LETTERING and ADVERTISING 

ART under leading craftsmen. Day-Evening Ses- 

sions. Easy Terms. Placement Service. Free 

Interesting Booklets. 


BROADWAY SCHOOL OF DISPLAY ARTS 
121 West 57th St. New York City 








ePlease Mention DISPLAY WORLD 
When Writing Advettisers 
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—Members and guests of the San Antonio Display Men's Club at their first annual social get- 
together at the Olmos Dinner Club-— 


"Our First Affair" 
For San Antonio 


An infant-bearing stork flying across the 
front page of a neat program entitled “Our 
First Affair” announced the inaugural social 
get-together of the San Antonio Display 
Men’s Club at the Olmos Dinner Club on 
January 10. The Texas organization, formed 
in October, 1937, now has a membership of 
fifty-five. 

A total of seventy-five displaymen and 
their wives attended the dinner which pre- 
ceded an evening of entertainment and danc- 
ing. Elmore Rice, Frost Brothers, toast- 
master, introduced the club’s officers, fol- 
lowed by the introduction of guests. 

An elaborate display satire entitled “Edu- 
cational Demonstration” and presented by 
I. E. Freedman, Irving’s, was one of the 
outstanding features of the evening. Fully 


forty-five minutes of side-splitting effects 
were produced in an effort to display a 
“clawhammer” properly. Display settings, 
dramatic lighting, and even turntables were 
brought into play in the demonstration. 

A professional entertainer impersonated a 
male mannequin and gave a number of char- 
acter sketches, after which attendance prizes 
were awarded, and Herman Riegel, Sr., 
Wolff & Marx, was introduced as the club’s 
first “grand-daddy.” Dancing occupied the 
remainder of the evening. 

The following men are officers of the San 
Antonio club: H. C. McWilliams, Hutchins 
Brothers, president; Gus Warner, Joske 
Brothers, first vice-president; Robert Find- 
lay, Carl's, second vice-president and pub- 
licity chairman; I. E. Freedman, Irving's, 
secretary; Adolph Boldt, Solo-Serve, treas- 
urer; Gene Ochs, Siegel’s Canadian, ser- 
geant-at-arms. 












































Ew Poccocie 


—"Let's give our card writer a raise—we're selling shoes to 20 per cent of the people who 


come in to call our attention to his misspelled words!" 
Recorder.) — 


(Drawing by courtesy of Boot & Shoe 
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DISPLAY—1938 
[Continued from page 3] 


readers see yOur ads. However, you can 
clock passersby and evaluate the stopping 
power of displays. This was done by our 
organization in leading cities. It was dis- 
covered that dramatized displays stop three 
times as many people as ordinary displays. 
Suppose your total daily window circulation 
is 5€,000—and 5 per cent or 2,500 stop to 
view your displays. If that figure can be 
increased to 10 or 15 per cent, the return 
from your display dollar will be doubled or 
tripled. This should be a 1938 objective, in 
fact a necessity, but it will require the co- 
operation of all to achieve it. 

How can we capitalize on display? 

(1) Do more sound advance planning .. . 
and do it thoroughly. (2) Give display the 
thorough attention and intense cultivation 
you give to newspaper advertising. (3) Cail 
your display director into all planning ac- 
tivities and listen to and encourage his sug- 
gestions. (4) Give him the services of a 
display designer—and discuss with him the 
ideas behind each rough sketch—evaluate 
these as you would ad proofs. (5) Make 
available the services of a copywriter—see 
that each idea conceived for the windows 
carries a real selling message. (6) Do not 
be inconsistent in promotional policies—use 
the same policies in window display as in 
newspaper advertising—strengthen one with 
the other if the importance and volume pos- 
sibilities of the item warrant it. (7) Ask 
for sales records of items displayed—espe- 
cially those of important volume potentials. 
Such records will readily sell you on dis- 
play’s real value. 

(8) Remember that less than 15 per cent of 
our volume is produced by advertised items 
—and more than 85 per cent is produced by 
display, salesmanship, and the loyalty of 
your regular customers. (9) Remember that 
people react the same, think alike, and think 
in terms of pictures. Confirm this by asking 
twenty people to write down the name of a 
color, a piece of furniture, a carpenter’s tool, 
a flower. (10) Require more intelligent 
thought in the expenditure of the display 
dollar .. . eliminate wastes but do not agree 
to wasteful economy by continuing to starve 
this promotional weapon. (11) Establish a 
Board of Review to judge the selling power 
of each display .. . let this board consist 
of an officer, sales manager, display direc- 
tor, and perhaps merchandise manager. 
Among the chaff, there will be enough con- 
structive criticism to encourage better dis- 
play and selling technique. 

Now that we have a better understanding 
of the need for display’s championship and 
leadership, the growing recognition of its 
value, the need for adequate advance plan- 
ning, the comparative value to other forms 
of advertising, the increased attraction value 
of dramatized displays, there is still one ele- 
ment on which the success of every display 
Promotion depends. This is . . . the con- 
ception of selling ideas. 

Develop a good concept ... one that gets 
the story over quickly. And this concept 
should be utilized in a smaller way in the 
department. 

Let’s clear out the cob-webs in our interior 
displays. Display and selling efficiency be- 
gins with a close study of the annual sales 
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per square foot selling space. It will be 
found pathetically low in many sections. 
Apply the principle of cashing in on the 
cubic content of the square foot selling area. 

Place a promotional-minded expert on the 
management board when a section or de- 
partment is to be remodeled. Too many 
sales opportunities are !ost by not incor- 
porating display and selling efficiency in the 
architect’s drawings. 

It is even practical to believe that mer- 
chandise presentation is more important 
than merchandising or the merchandise it- 
self. Because of better design, or better 
packaging, or better presentation, we have 
all seen an inferior product sell much more 
rapidly than a better product at the same 
price. 

The proper investment in functional dis- 
play equipment, in personnel, in ideas—just 
as in the case of the streamliner—will re- 
duce the cost per window change . . . based 
on greatly increased returns. 


New Floodlight 
Developed 

For use in connection with dramatic dis- 
play lighting, a new low-cost spot-floodlight 
has been developed by Kliegl Brothers, 321 
West Fiftieth street, New York City. The 
device projects a high intensity beam of light 
with a soft, diffused edge. The beams may 
be spread for flood lighting, or concentrated 
for spotlighting, as desired. 


Cincinnati Club 
Entertained 


The Greater Cincinnati Display Club, with 
sixty-five members and guests present, was 
entertained at a buffet lunch Monday night, 
February 7, by the American Fixture Com- 
pany and General Display Corporation, Cin- 
cinnati distributors for the St. Louis firm. 
At a business meeting which preceded the 
lunch L. D. Steiner, American Fixture Com- 
pany, made a brief talk in which he praised 
the spirit of the Cincinnati group. 


New W. A. |. Catalogue 
Ties-in With Fair 

The new spring and summer catalogue of 
Window Advertising, Inc., New York City, 
uses for its cover design an illustration in 
color of the Trylon and Perisphere, theme 
design of the New York World’s Fair. It is 
the first time the motif has appeared on ad- 
vertising literature. The catalogue lists 














many display materials, featuring “Coro- 
buff” display papers. 
Kansas City Displaymen 
Apply for Charter 
Syl C. Rieser, executive secretary, Inter- 


national Association of Display Men, St. 
Louis, Mo., addressed a group of Kansas 
City, Mo, displaymen at a special meeting 
February 9, at which time plans for a pro- 
gressive Kansas City display club were ‘dis- 
cussed. The group has applied to the I. A. 
D. M. for a charter. 


Louisville Displaymen 
Meeting Regularly 


A weekly get-together in the form of a 
luncheon each Thursday at the French Vil- 
lage is being held by the displaymen of 


Louisville, Ky. 
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Crystal Fountain 


WITH ITS GLISTENING BUBBLES 
MAKES AN ARRESTING 


Window Attraction 














Floraflector pictured directly below the Crystal 
Fountain holds flowers in front of double-faced 
mirror (18 in. in diameter). Price $25 with turn- 
table, $15 without. 











To see the Universal Crystal Fountain is to marvel 
at its myriad of sparkling reflections. Picture in 
your mind, three glass cylinders, each filled with 
water and flood lighted from below, with a constant 
play of air bubbles generated by a small air pump; or 
Vari-colored glass bubble-balls in constant motion. 
Then you will realize what a wonderful attraction it 
is for show window or store interior. If you appre- 
ciate the value of show window circulation 
you will investigate this new ae? unit 65 
Price of fountain complete. 

Write for Descriptive Circular 


Universal Novelty Products Co. 


65 Madison Ave. New York City 


at once. 











A COROCRAFT 
PRODUCT 


NEW SPRING LINE 
FEATURES 


SPECIAL DESIGNS 


Every design is planned and executed with 
all the care and skill essontial to the 
production of modern display material. 
Use COROBUFF to build ouistanding and 
live displays. Every roll of COROBUFF 


is Guaranteed. 


Send for Our New Spring Catalog 


WINDOW ADVERTISING, INC. 


NATIONAL SALES AGENTS 
175 Fifth Avenue New York 








Mr. Display Manager... 


Next time you need a Displayer write the 
ACADEMY. Our graduates are practically 
trained by working on actual merchandise in 
full-sized show windows. A staff of N. Y. dis- 
play experts helps them to “Learn by Doing.” 
Our graduates know their business. 


ACADEMY OF DISPLAY 


Send for Booklet “N”, 8 E. 418t St., New York City 
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l. A. D. M. CONVENTION PLANS 
RAPIDLY TAKING SHAPE 
[Continued from page 18] 
struments; (46) rugs; (47) linoleum; (48) 
draperies and curtains; (49) wallpaper; (50) 

china and glassware. 

(51) Silverware; (52) gift novelties and 
artificial flowers; (53) books, stationery, 
sheet music, etc.; (54) linens and domes- 
tics; (55) bedding; (56) drugs, toilet goods 
and hair goods; (57) tobacco, smoking equip- 
ment; (58) provisions, confectionery; (59) 
liquor, etc.; (60) refrigerators. 

(61) Heating and air-conditioning dis- 
plays; (62) ranges; (63) laundry equipment; 
(64) bathroom accessories; (65) garden ac- 
cessories; (66) home lighting; (67) electric 
appliances, kitchen gadgets; (68) vacuum 
cleaners; (69) automobile window. displays; 
(70) automobile show room displays. 

(71) Automobile accessories; (72) hard- 
ware, woodenware and paints; (73) optical, 
kodaks, motion picture equipment; (74) best 
decorated booth—exterior or interior; (75) 
best drawing or sketch offering suggestion 
for window display; (76) best drawing or 
sketch offering suggestion for interior dis- 
play; (77) floats, automobiles, best deco- 
rated; (78) for the best three hand-lettered 
cards, none to exceed 14 by 22 inches in size 
—any color, any style of lettering, any kind 
of pen, but the card must be lettered with a 
pen; (79) for the best three brush-lettered 
cards, none to exceed 14 by 22 inches in size 
—any color, any style of lettering, but each 
card must be executed with a hair lettering 
brush only; (80) for the best coliection of 
three show cards, any size, shape, color, ma- 
terial, or combination may be used—lettering 
may be done with brush, pen, air-brush or 
combination. 


DISPLAY WORLD 


Contest rules: 1. All members of the I. A. 
D. M. in good standing are eligible to enter 
photographs, sketches, drawings, show cards, 
etc., in their proper classes. 

2. All competing matter must be work 
done since the last convention held in Chi- 
cago, Ill., August, 1937. 

3. All awards will be made by comparison. 
There will be three prizes awarded in each 
class: first, second, and third prize. 

4. Show cards and price tickets must be 
work that has been used in windows or inte- 
rior trims, and must positively be the work 
of the entrant. 

5. A photograph is eligible for entry only 
in one class. Duplicates of photographs may 
be entered in the division sweepstake class. 

6. All photographs entered shall be in 
black and white only. Retouched photo- 
graphs will be disqualified. 

7. Photographs eligible for awards shall 
be standard 8 by 10 size only. Photographs 
other than this size may not be entered. 

8. No person may enter more than three 
photographs in any one class. 

9. All entries must be sent in unmounted 
and plainly marked on the back of each 
photograph as to the number of the class in 
which it is to be entered. 

10. All marks of identification that would 
enable the judges, or other persons, to iden- 
tify the contestant must be erased or covered 
over. Entries will be disqualified if this rule 
is not observed. Fictitious names of any 
sort will not be permitted. 

11. The name and address of the con- 
testant must accompany the package of the 
contestant for identification. The contest 
clerk will number the entries and keep a rec- 
ord of all matter entered. 

12. All entries shall become the property 














OPPORTUNITY EXCHANGE 











REPRESENTATIVES 


WANTED for wonderful display utility cutters 
for various territories. Volume sales possible. 
Lightweight pocket samples furnished for $1, 
refundable on your first order. Give details in 
letter. 

Address “PEP,” Box 77 
Care DISPLAY WORLD, 151 5th Av., N. Y. City 


ADVERTISING — HOME STUDY—The Adver- 
tising Miuded Displayman is qualitied to make 
the most money. Many have graduated from 
this long-established school. Common _ school 
education sufficient. Send for free booklet out- 
lining home study course and requirements. 


PAGE-DAVIS SCHOOL OF ADVERTISING 
3601 Michigan Ave., Dept. 266C Chicago 








LEARN WINDOW DISPLAY, SHOW CARD 
WRITING and Retail Advertising. Personal 
instruction under experienced teachers. Inten- 
sive short courses. Practical, individual work 
in each subject. Low tuition, Catalogue free. 


CHICAGO DISPLAY SCHOOL 


39 W. Adams St. Chicago, Iil. 


FOR SALE — WALTERS’ FIT-RITE AND 
STA-ON WINDOW SOCK FOR DECORATORS 
Made of heavy fleece-lined Jersey cloth, 55c pr., 
$3.25 half doz., $5.25 doz., postpaid. An elastic 
tape band is sewed in the top. U. S. Patent 
1,494,653. Fits over any shoe. Order by size 
shoes worn. J. M. WALTERS, Mfr., 220 South 
Benton Way, Los Angeles, Calif. 








LEARN THE SILK SCREEN PROCESS 


Reproduce show cards, posters, window strips, 
etc. in quantity by following simple instructions 
contained in our new book. Every step fully 
explained and illustrated. Send postpaid, $1.00. 


CHICAGO DISPLAY SYSTEM 
39 W. Adams Street Chicago, Ill. 


MANAGER — Sales-minded executive to take 
complete charge of plant now in operation. Must 
know every phase of the graphic arts. Knowl- 
edge of silk screen essential. Salary plus inter- 
est in business to the right man. An opportun- 
ity of a lifetime. All answers treated in con- 
fidence. Address “PROCESS,” BOX 77, care 
DISPLAY WORLD, 151 5th Ave., New York. 








GOOD_ NEWS for DISPLAYMEN! 


It’s easy to make your‘own Blowups & Giant 
Photos at about one-tenth the usual retail prices. 
No art ability necessary. Tie-up displays with 
current magazine publicity. Make Photomurals 
for Windows or wall decoration. Complete Illus- 
trated Instructions $1.00. Literature Free. 


FOGARTY, 1689-D, Capitol, Bridgeport, Conn. 








USE THE 


OPPORTUNITY EXCHANGE 


For any WANT AD purpose: 


POSITION WANTED POSITION VACANT 
DISPLAY EQUIPMENT FOR SALE 
REPRESENTATIVES WANTED 


$2.00 Per Column Inch — CASH WITH ORDER 
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of the I. A. D. M. and may be used as edu- 
cational matter, or for any other purpose, at 
the discretion of the I. A. D. M. 

13. Any class having less than three en- 
tries will not be judged, and no prizes will 
be awarded. 

14. In case of a tie, in any class, duplicate 
prizes will be awarded. 

15. Judges will reserve the right to re. 
consider every verdict, should it be necessary 
and the occasion warrant the action. 

16. The judges will be selected from the 
Advertising Club and outstanding merchan- 
dise and publicity men and displaymen, 
These judges are to be selected before the 
convention opens by the contest committee 
and convention director. Photographs will 
be judged before the convention opens. 

17. All entries will be judged on the fol- 
lowing points: (a) sales appeal; (b) orig- 
inality; (c) merchandising arrangement and 
(d) artistic standpoint. 

18. All entries must be sent prepaid to 
Joseph McCann, care of S. Kann & Sons, 
Washington, D. C., and all entries must be 
postmarked not later than midnight, June 1, 
1938. 

19. After this date—June 1, 1938—no en- 
tries will be accepted. This rule will be 
strictly enforced. 

20. A complete list of judges’ names who 
served on the photo contest judging com- 
mittee must be posted with the photographs 
at the convention. 

Awards—First prize, gold medal and 15 
points. Second prize, silver medal and 10 
points. Third prize, bronze medal and 5 
points. 

Grand prize—A large silver pedestal tro- 
phy will be awarded to the member winning 
the greatest number of points. 

Nine division sweepstake champions—An 
engraved plaque will be awarded to the win- 
ner in each division for the contestant hav- 
ing the best collection of eight photographs. 
These eight photographs entered in the divi- 
sion sweepstake must be of eight different 
displays of any merchandise in this division 
of classification. Also, 100 points will be 
awarded the division sweepstake champions 
toward the grand prize. 

Division sweepstake groups. Ladies’ 
ready-to-wear: (1) evening apparel; (2) 
dresses; (3) sporting apparel; (4) coats; (5) 
furs; (6) bridal; (7) millinery (8) shoes; (9) 
hosiery; (10) handbags; (11) gloves; (12) 
jewelry; (13) lingerie; (14) corsets; (15) 
bathings suits; (16) suits; (17) girls’ ap- 
parel. 

Men’s and boys’ wear: (1) suits; (2) over- 
coats; (3) shirts; (4) neckwear; (5) hats 
and caps; (6) shoes; (7) socks; (8) gloves; 
(9) underwear; (10) swim suits; (11) robes 
and smoking jackets; (12) evening apparel: 
(13) boys’ furnishings; (14) boys’ clothing; 
(15) belts; (16) sporting goods; (17) lug- 
gage. 

Jewelry: (1) handbags; (2) jewelry; (3) 
china; (4) glassware; (5) watches and 
clocks; (6) silverware; (7) gift novelties; 
(8) optical; (9) kodaks; (10) luggage; (11) 
fountain pens. 

Hardware and sporting goods: (1) Hard- 
ware; (2) woodenware; (3) paints; (4) wall 
paper; (5) china; (6) gift novelties; (7) 
toys; (8) sporting goods and equipment; (9) 
garden accessories; (10) electrical and gas 
appliances; (11) guns. 
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\ 
WINDOW DISPLAY 


CARD WRITING 


and ADVERTISING 
By Our 


HOME STUDY 
~METHOD~ 


EASY PAYMENTS 
Write for Catalog 


THE KOESTER SCHOOL 
300 W. Adams Chicago 


















JUST A REMINDER! 


Write today for your 
copy of my 
SILVER 

ANNIVERSARY 
CATALOG No. 20 
One hundred eighty 
pages of supplies for 
Displaymen, Artists, 
Show Card Writers, 
m Sign Painters—contain- 
im ing everything modern 
and helpful in mate- 
rials. Just a postal 
will bring your copy. 


Bert L. Daily 


122 E. Third Street 
DAYTON. OHIO 


STORE FRONT LIGHTING 


Use Day-Glo Reflectors for better show 
window lighting, 200 watt size, 914” diameter, 
Triple Copper-Back Silvering. 


All first quality. Save % to \%. 
details write Department D. 


DAY-GLO REFLECTOR CO. 


332 E. Town St. Columbus, Ohio 


WOOD EFFECT PAPERS 
DISPLAY BACKGROUNDS 


Write for Samples 


W. H. S. LLOYD CO., Inc. 


48 West 48th St. New York City 














For full 


















FABRICS-- FORMS--ST ANDS 


Complete Line of Display Equipment 


Naythons Display Fixture Co. 
205 N. 13th St. Philadelphia, Pa. 


Complete Service Thru this Territory and the South 
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Shoes: (1) Women’s shoes; (2) women’s 
hosiery; (3) handbags; (4) gloves; (5) chil- 
dren’s shoes; (6) children’s hosiery; (7) 
men’s shoes; (8) men’s socks; (9) boys’ 
shoes; (10) polish and accessories; (11) cor- 
rective footwear; (12) boots; (13) canvas 
footwear; (14) rubber; (15) belts. 

Furniture: (1) Sewing machines ; (2) porch 
and lawn furniture; (3) radios; (4) rugs; 
(5) linoleum; (6) draperies and curtains; 
(7) bedding; (8) refrigerators; (9) ranges; 
(10) laundry equipment; (11) bathroom ac- 
cessories; (12) vacuum cleaners; (13) bed 
room furniture; (14) living room furniture; 
(15) kitchen furniture. 

Interiors: (1) Booths; (2) shops; (3) 
show cases; (4) ledge trims; (5) table 
trims; (6) elevators; (7) ready-to-wear; (8) 
men’s wear; (9) shoes; (10) hardware; (11) 
groceries; (12) furniture; (13) liquors; (14) 
sporting goods; (15) draperies and curtains ; 
(16) furniture. 

Installation division: (1) Toilet goods; (2) 
drugs; (3) tobacco smoking equipment; (4) 
provision, confectionery, can-goods, etc.; (5) 
liquor, etc.; (6) interior display booth, etc.; 
(7) floats, autos, best decorated; (8) kodaks, 
etc.; (9) dental; (10) shaving needs; (11) 
floats; (12) booths; (13) soaps; (14) break- 
fast foods; (15) bakery. 

Utilities: (1) Sewing machine; (2) radios; 
(3) lamps; (4) refrigerators; (5) heating and 
air conditioning: (6) ranges; (7) laundry 
equipment; (8) bathroom accessories; (9) 
home lighting; (i0) electrical appliances; 
(11) gift novelties; (12) vacuum cleaners; 
(13) water heaters. 

The eight photographs the contestants en- 
ter in each sweepstake division must be 
mounted on one white cardboard not to ex- 
ceed 27 inches by 44 inches. All photographs 
are to be 8 inches by 10 inches in size. Con- 
testants must enter eight photos in each divi- 
sion in which they desire to participate. 

Display achievement contest: You are in- 
vited to enter a display achievement contest 
to be conducted by the International Asso- 
ciation of Display Men for the purpose of 
encouraging the highest attainments in the 
field of display and to promote a_ wider 
knowledge of advertising display, its prac- 
tical usage and accomplishments. It is not 
necessary to be a member of the I. A. D. M. 
in order to enter the contest. All entries 
will receive impartial consideration. Your 
membership is, however, most cordially in- 
vited. 

Ten entries in this achievement contest 
will be selected as outstanding for 1937-38, 
by a jury of judges, and a certificate of 
award will be presented to each individual 
or company represented. These entries, at- 
tractively presented. will be forwarded to 
various civic and educational groups to be 
studied. To keep the winning, outstanding 
displays on tour throughout the ensuing year 
is the intention of the committee in charge. 

The one main requirement in selecting the 
ten representative and winning campaigns or 
examples of display is that they must have 
produced results. Your display may consist 
of any number of photographs, drawings, 
pieces or parts, three pieces or fifty, just so 
long as the campaign or effort was as a 
whole successful, and produced results. 

All types will be considered. Your cam- 
paign may have been planned to sell more 
merchandise, promote institutional events. 
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PHOTO-BLOWUPS 
STOP TRAFFIC 


We specialize in 


TRANSPARENCIES 
BACKGROUNDS 
GIANT PRINTS 

MURALS 


in Black and White, Color, 


Sepia or Monotone 


Blowups are widely and 
effectively used in show 
windows, store interiors 
and for exhibits. 


Write for Complete Information 
and Price List 


MELOY BROS., Inc. 


Shelbyville, Indiana 








HAVE YOU SEEN 








REYCURY 


—lt's the new high-class heavy duty 
display material with wide grace- 
ful corrugations, and guide lines 
printed on the backing sheet. 


Made exclusively by 
THE REYBURN MANUFACTURING CO. 
DISPLAY DIVISION 


ALLEGHENY AVE., AT 32nd ST. 
PHILADELPHIA, PA. 


Send for Your Samples Today 











You spend good 
money for adver- 


ARDBOARD money for adver- 
ee EASELS counter —~ 


dise displays. 
is economy to use the Stand Pat Easel. with 
special lock feature which insures it against fall- 
ing down and relieves the strain the ordinary 
easel encounters. The Stand Pat Easel will ont- 
live your display card. Write for samples today. 


Stand Pat Easel Corp., 66-72 Canai St., Lyons, N.Y. 

















Display 
World 


Display’s Great Monthly Digest 


SERVICE 
BUREAU 


The DISPLAY WORLD Service Bureau will 
be glad to supply the latest authentic informa- 
tion about anything in the display line in 
which you are interested. If you do not find 
your needs listed on this blank, write a sepa- 
rate letter. If we do not have the information 
you want on file, we'll find out for you. Avail 
yourself of our service facilities without cost 
or obligation. This service includes an analysis 
of any display problem. 


C? Air Brushes 
() Airpainting Equipment 
() Animated Signs 
(J Artificial Flowers 
() Artificial Snow 
[) Backgrounds 
CL) Background Coverings 
CL) Booths, Floats and Exhibits 
(J Brushes and Pens 
CL) Card & Mat Board 
() Cardwriters’ Materials 
Cj) Color Lighting 
() Crepe Papers 
(J Cut-out Letters 
CL] Cutting Machines 
[) Decorative Papers 
CL) Decalcomania 
[) Display Furniture 
[] Display Forms 
(J Display Racks 
(J Drawing Boards 
() Enlarging Projectors 
(J Fabrics and Trimmings 
Fixtures 
Flags and Banners 
CL) Foils 
[) Fountains 
CL] Grass Mats 
Lj Invisible Glass 
CL) Lacquering Outfits. 
[] Lamp Coloring 
Cj Lithographed Displays 
CL) Mannequins 
() Mouldings 
(j Metal Sheets 
UJ Millinery Heads 
0) Motion Displays 
) Motion Mechanisms 
C] Natural Foliage 
[) Pageants & Exhibits 
[] Plaques (Window) 
LL] Papier Mache Specialties 
[) Photographic Blowups 
|_| Plastic and Composition Pieces 
(CD Price Cards—Tickets 
(Cj Price Ticket Holders 
C] Sale Banners 
() Socks—Window 
(J Show Cards 
(LJ Show Cases 
CL) Show Case Lighting 
CL) Signs—Card Holders 
L) Signs—Brass—Bronze 
CL) Signs—Electric 
(} Sleeve Forms 
C) Stencil Outfits 
(J Stock Posters 
() Store Designing 
C) Store Fronts 
CL) Tackers 
(J Time Switches 
LC) Turntables 
C) Valances 
C) Wall Board 
(J Window Drapes 
CL) Window Lighting 
[) Wood Carvings 


[) Do you wish a copy of their catalogue? 
L) Do you plan to remodel your store soon? 
[J Do you plan to build a store soon? 


MAIL TO 
DISPLAY WORLD 


CINCINNATI, OHIO 
Se eB SB SB SES SR EB ee ee eee eee 


Firm 


Display Manager....... 


Sirett......... 


City... : ‘ a eee 
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help secure more consumer customers, help 
sales people sell more, or to produce better 
results during a specified period, or it may 
be just an all-year ’round promotion cam- 
paign. Its purposes may have been one or 
many; the most important point to be con- 
sidered by the board of judges is “Did It 
Bring the Desired Result?” 

In judging, results count 50 points; orig- 
inality of plan, 25 points; copy, 25 points. 
In sending in your entry be sure to state 
clearly the purpose or results desired and to 
what extent accomplished. 

Syl C. Rieser, executive secretary of the 
I. A. D. M., is chairman of the display 
leaders’ committee. Zenn Kauffman is chair- 
man of the board of judges. June 1, 1938, 
is the deadline for entering the contest. 

The following Washington club members 
compose the personnel of the convention 
committees : 

W. A. Gray, Lansburgh & Brother, and 
president of the local club, chairman of the 
Washington convention committee and I. A: 
D. M. convention director. Active assist- 
ants: Louis A. Banks, The Hecht Company, 
and W. R. Dick, Frank R. Jelleff, Inc. 

Convention exhibits committee: W. L. 
Bowman, Woodward & Lothrop, chairman; 
Roy Herndon, Woodward & Lothrop. Pub- 
licity committee: John L. King, S. Kann 
Sons & Co., chairman; John Ryan, Lans- 
burgh & Brother; Victor Barratte, Bond 
Clothing Company; Miss Marcia Wolff, 
Becker’s. Entertainment committee: L. G. 
Gregory, L. Frank Company, chairman; 
Murry Cohn. 

Decoration and special equipment commit- 
tee: James Styles, Style, Inc., chairman; 
Jimmie Battle, D. J. Kaufman Company. 
Speakers committee: W. L. Wardrip, Will- 
iam Hahn & Co., chairman; Miss Margaret 
A. Klein, Department of Labor. Convention 
registration committee: O. D. Grimes, Palais 
Royal, chairman; W. J. Alkire, Raleigh Hab- 
erdasher; Misses Betty Perron, Rose Ottes, 
Irma Pierce, and Betsy Mitchell, all of 
Woodward & Lothrop. 

Photo contest committee: Joseph B. Mc- 
Cann, S. Kann Sons Company, chairman. He 
will be assisted by the four young ladies on 
the registration committee, listed in the 
paragraph immediately above. Utilities 
division committee: to be announced. 

The following firms had reserved exhibit 
space as of February 2: Greggory, Inc., Chi- 
cago, Ill.; Silvestri Art Manufacturing 
Company, Chicago; Blockart Company, 
New York City; Garrison-Wagner Com- 
pany, St. Louis, Mo.; Earl Gasthoff Com- 
pany, Danville, Ill.; Charles F. Johnson, Los 
Angeles, Calif.; DISPLAY WORLD, Cin- 
cinnati, Ohio; Maharam Fabric Corporation, 
New York City; Martin Brothers Electric 
Company, Cleveland, Ohio; M. H. Barrett, 
New York City; Select Art Flower Com- 
pany, New York City; James A. Cole Com- 


pany, New York City; Stiver Studios, 
Columbus, Ohio; Segall & Sons, Phila- 
delphia, Pa. 

Nonpareil Company, New York City; 


Becker Sign Supply Company, Baltimore, 
Md.; Adler-Jones Company, Chicago; W. M. 
Zeppen-Field Studios, Hollywood, Calif.; 
International Register Company, Chicago; 


Bes-bee Products Corporation, Trenton, N. 
J.; Certain-teed Products, New York City; 
W. L. Stensgaard & Associates, Inc., Chi- 
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cago; Dennison Manufacturing Company, 
Framingham, Mass.; Merchants Record, 
Chicago; Shoe Form, Inc., Auburn, N. Y.. 
Stevenson & Twyman, Chicago; Reyburn 
Manufacturing Company, Philadelphia, Pa, 
The Upson Company, Lockport, N. Y,; 
P. C. Mileo, New York City; Display Man- 
nequins, New York City; Standard Fixture, 
Inc., Dallas, Texas; Cyrille Steiner Studios, 
New York City; Oltmann’s, Omaha, Nebr,; 
American Fixture Company, St. Louis, Mo.; 
Old King Cole, Inc., Canton, Ohio; L. J, 
Charrot Company, New York City; Dis. 
Play-Well, Inc., New York City; Decorative 
Plant Company, Inc., New York City; 1. A. 
Darling Company, Bronson, Mich. 





Chicago Firm Marketing 


Motion Message Device 

An electro-mechanical machine which pro- 
jects a moving sales message on buildings, 
inside of entries, on ledges, and the like 
is being marketed by Moving Words Pro- 
jecting, 4505 North Kedzie avenue, Chicago, 
Ill. The device is simple in operation, port- 
able, and shows the reading matter in either 
a straight or angular line. 
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